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Broadcast advertising ^ '^^^^ 
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Johnny Morris sells the "Veepee" 



I strikes oil 





how tn make a TIME sale 







Example 1 : 

A largo l*cer dislril*utor using a list of New Ejiigland 
stations careful!) analyzed a SPONSOH round-up 
story titled "Beer on the Air." Hesull : it increased its 
radio appropriation 100% on every station over wliicli 
it advertised. 


Example 3: 

1 wo advertising agencies in a large city told an iden- 
tical story. In both cases a client had curtailed radio 
advertising for the 1949 summer. In both cases the 
agency gave its client a copy of SPONSOR'S summer- 
selling issue. Result: in one case S12,000 of radio 
advertising was reinstated; in the other $48,000 was 
reinstated in one area alone. 


Example 2: 

A 50,000-\\att station in North Carolina advertised 
an availahle daily program via a full j)afre in SPON- 
SOR. Result: the advertising nianagrer of a large drug 
firm contacted his advertising agoncv and requested 
that they buy it. They did. 


Example 4: 

A station in Virginia had failed to dispose of its ex- 
pensive baseball package and the season was about to 
start. Then the manager received his current SPON- 
SOR containing an article on baseball sponsorship. 
Result: over the week-end he showed a prospect the 
SPONSOR "evidence" and landed his contract. 







These are only seNCral of the many scores of sales which have heen reported to SPONSOR as a 
resuh of its "use value" concept of publishing. One third of all radio stations contacted during 

a thirty-day acr(»ss-the-desk survey reported one or more sales that had come about, di- 
rectly or indirectly, through the use of SPONSOR. 
SPONSOlx is 100% devoted to the use-interest of broadcast-minded agency and advertiser 

executives. Its paid subscriptions among broadcast-minded buyers is the largest in its 
field. Its pinpointed ajjpeal, bright format, and ea'-v-to-read ])ages insure intensity of reader- 
ship. Whether your list permits only one magazine or several, SPONSOR is the buy. 
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World Series gets 
record audience 



Olsen & Johnson 
quit Buick show 



Waltham sponsors 
ABC quiz show 



Shouse would lift 
50,000-watt limit 



McConnell named 
NBC president 



24 October 1949 

Record 26,000,000 radio homes were tuiied to current battle between 
Yanks and those embattled Dodgers, MBS reports from special Crossley 
survey. Nearly two-thirds — 65.1% of all homes were tuned in one 
or more of five days, with a peak of 54.6% on Sunday, 9 October. 
Not included are millions who heard series in offices, factories, 
taverns; who saw it over 50-station East-Middle West video hookup, 
and on movie screens in New York, Chicago, Boston, Scranton and Mil- 
waukee. Gillette Safety Razor and its agency, Maxon, Inc. , are 
pretty pleased. 

-SR- 

Because they "need a rest at this time," Olsen & Johnson will end 
Buick Motors series on NBC-TV, through Kudner Agency, on 27 October. 
Not mentioned in formal announcement was high cost of such full -hour 
network TV shows. Another Kudner client, Texaco, considers possibil- 
ity — despite continued top ratings — of putting Milton Berle show 
on NBC-TV every other week. 

-SR- 

Waltham Watch Co., currently in receivership, has decided sponsor- 
ship of "Share the Wealth," studio audience quiz show on ABC, may 
help solve its financial problems. Each contestant picks next from 
audience. Starting with $1 for correct answer to first question, 
prize doubles with each. If all 12 answer correctly they divide 
$6,144. Hirshon-Garf ield is agency. . .National Assn. of Radio Sta- 
tion Reps, made strong pitch to Waltham trustees last spring, on ex- 
perience of Bulova, Benrus and others, to get Waltham in spot radio. 

-SR- 

Radio broadcasting, facing TV competition, may have to lower program 
standards sharply unless FCC lifts "present archaic 50,000-watt ceil- 
ing on power," James D. Shouse, Crosley Broadcasting chairman, told 
Boston Conference on Distribution. "Some broadcasting units will 
have to be made stronger. . .to prevent complete deterioration of 
service to public." . . .Crosley' s WLW, Cincinnati, formerly was 
only U.S. station with 500,000 watts. 

-SR- 

Further strengthening RCA control of its lusty subsidiary, Joseph H. 
McConnell, former executive v. p. of RCA, has been named president of 
NBC. Niles Trammell, president of NBC for nine years, takes new 
post of board chairman there. 

-SR- 
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TV rates boosted 
with more audience 



Helen Hayes quits 
"Electric Theater" 



WCY accepts 
beer and wine 



Don Lee alters 
"Tello-Tcst" to 
giveaway rules 



TV gets 1 1 .49% 
of all listeners 



Radio tube sales 
decline in year 



DuMont is cool 
to color TV 



With about 2,500,000 receiving sets now in use, compared with 1,000,- 
000 early this year, most TV stations are raising rates. — from 16% 
to 100%. On 1 December WFIL-TV, Philadelphia, will increase evening 
hour rate from present S500 to $1,000. NBC network of 25 stations 
will cost $11,675 an hour after 1 November, compared with present 
$8,500. Both WNBT and WJZ-TV, New York, are increasing from $1,500 
to $2,000, and WOR-TV is starting at $1,200. . .Weed & Co. reports 
trend toward "class time," with 35 TV stations now offering A, B and 
C time ; 28, A and B, and 26 — mainly newcomers — one class rate. 

-SR- 

Following death of her daughter, Mary MacArthur, actress Helen Hayes 
has cancelled both scheduled Broadway production of "Good Housekeep- 
ing" and her part in "Electric Hour," sponsored by some 200 util- 
ities on CBS through N. W. Ayer & Son. 

-SR- 

WGY, General Electric 's station in Schenectady, reverses long-stand- 
ing policy against taking beer and wine advertising, to enable lis- 
teners to receive such programs as Blatz' "Duffy's Tavern" and 
Pabst's "Life of Riley." 

-SR- 

Although Don Lee's "Tello-Test" served as test case under FCC's pro- 
posed giveaway ban. West Coast regional network decided to comply 
with proposed FCC rules. In new version, "carryover" objection is 
met by using different jackpot question for each five-a-week show. 
Jackpot, however, will continue to grow until day's key question is 
answered. 

-SR- 

C. E. Hooper, Inc., has found that TV's share of all radio-TV audi- 
ences between 6 and 10 p.m. doubled in first eight months of 1949, 
from 5.41% in January to 11.49% in August. But radio still held 
healthy 88.51%. . .Effective 1 November, Program Hooperatings will be 
separated from TV to provide "consistent, comparative source of 
relative (radio) talent popularity. . .just as though TV had never 
happened. " 

-SR- 

Sales of radio receiving tubes in August totaled 13,505,940, com- 
pared with 10,117,925 in July, reports RMA. But August figure was 
more than 3,000,000 below 16,722,177 of August, 1948. More than half 
of current August volume was for new sets. 

-SR- 

Allan B. DuMont looked at both RCA and CBS color TV methods, now 
being tested before FCC in Washington, and found them wanting. RCA 
test. Dr. DuMont said, "confirmed my previous opinion that color 
television is still many years away." . . . CBS color propaganda em- 
phasises "it's ready now" theme, with manufacturers telling FCC color 
TV sets can be mass produced 60 to 90 days after go-ahead, and sets 
retailing at about $220. 



-please turn to page 32- 
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Gordon Owen 

Ten thousand members of the Salt Lake Council of 
Women's Clubs are wholeheartedly back of Gordon 
Owen and his delightfully different type of radio pro- 
gram. These women act as testers for the products adver- 
tised on the program, and cooperate in helping achieve 
greater civic activity in the Intermountain area. 

The Gordon Owen "HOMEMAKER'S PROGRAM" 
has rapidly become a definite part of the radio listening 
of Salt Lake City and the Intermountain country. 

Broadcast on KALL and the Intermountain Network, 
Gordon Owen is available on a participating basis for 
your select accounts. Call Avery-Knodel for an audition. 



20 HOME TOWN MARKETS COMPRISE 
THE INTERMOUNTAIN NETWORK 



2 MONTHS^ 
7 SPONSORS 

and 10,000 club 
women later 



In August of this year the Inter- 
mountain Network announced the 
establishment of Gordon Owen's 
"HOMEMAKER'S PROGRAM." 

Today, two short months later, 
Gordon Owen is serving the following 
happy sponsors: 

Z.C.M.I. — America's First Department 
Store. 

Royal Baking Co. — One of the West's 
largest bakers. 

Coronet Magazine. 

Gordon Wilkins Distributing Company 
and 61 Ironrite Dealers throughout 
Utah, Idaho and Wyoming. 

Ladies Home Journal. 

American Cranberry Exchange. 

"K" Lotion. 



UTAH 

KALL, Salt Lake Cit/ 
KLO, Ogden 
KOVO, Prava 
KOAL, Price 
KVNU, Lagan 
KSVC, Richfield 



IDAHO 

KFXD, Boise-Nampa 
KFXD-FM, Boise-Nampa 
KVMV, Twin Falls 
KEYY, Pocatella 
KID, Idaho Falls 



WYOMING 

KVRS, Rock Springs 
KOWB, Larami* 
KDFN, Casper 
KWYO, Sheridan 
KPOW, Powell 

MONTANA 

KBMY, Billings 
KRJF, Miles City 
KMON, Great Falls 
KOPR, Butte 

NEVADA 

KRAM, Las Vegas 



THE 



INTERMOUNTAIN 
NETWORK. Inc. 




'/Inc. National Representative* 



, N*w York 



ChUago 



lot AngtUi 



San fran<li<a — Atlanto 
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Phillips "66" 
Picks Up Sales 



Teenage 
Technique 



Radio in 
TV Homes 



More Calls for 
Philip Morris 



More Power! 



Forgotten 
15 Million 



Return of 
the box top 

Radio sells 
life insurance 



ARTICLES 



Sound planning, hard selling on well-pro- 
moted local shows helps regional oil com- 
pany roll up 5500,000,000 volume 



Calesburg (III.) store sells sweaters and 
plaids like mad, and performs public service 
via Youth Center talent show 



In New York this summer, radio was pre- 
ferred for music, news, sports; TV for 
comedy-variety and drama 



How to keep 
your show alive 

New beer wins 
Washington 

Radio works 
for railroads 



Chevrolet 
tackles TV 



Devoting two-thirds of its budget to radio 
(S7,000,000 a year), PM makes best gains 
of tobacco's Big 5 



Retail druggists, grocers, and service sta- 
tion operators say radio does most to sell 
their best selling trade-marked brands 



Local advertisers profit from Negro-beamed 
programs, but few national advertisers are 
cashing in on ready-made audiences 



IN FUTURE ISSUES 



With greatly intensified competition pre- 
miums are riding rampant on the air waves 

Equitable has found that "junior C-Man" 
opens a lot of doors for its salesmen 

The problem is to adapt it to new condi- 
tions before audience has worn thin 



Heurich Beer junks old equipment and 
ideas, gains new flavor and friends 

In addition to network "Railroad Hour," 
individual roads boost travel on air 



Biggest automotive advertiser telecasts 
half-dozen different shows 



19 



22 



24 



26 



28 



30 



7 Novembe 



7 Novembe 





For the most economical 

of the West's 





complete coverage 



2 largest Markets, buy Don Lee KHJ^b»flir» 



and Don Lee KFRC 



with 25 years' 



experience. KHJ and KFRC 



in Los Angeles 
in San Francisco 






selling J 





are key stations /of Mutual-Don Lee, the 



Worlds 




Greatest Regional Network 



with 45 stations 




to cover the Coast 



MUTUAL-DON LEE is represented nationally by JOHN BLAIR and COMPANY 
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IN HOOPER « 

INTHESOUTH'Sj 
FIRST MARKETS 




0/0*' 



To sell Hoiistoti 
and the great 
Gulf Coast area 

Buy KPRC 



FIRST in Everything 
that Counts! 




KPRC 

HOUSTON 

950 KILOCYCLES - 5000 WATTS 



NBC and TON on the Gulf CoosI 
Jock Horris, Gen. Mgr. 




40 West 52nd 



NIELSEN RAPS RADOX 

In your ."^cptenihcr 26tli artUlc on 
■"KADOX" \ou predicted that there 
v.ould he "hlast!- from Nicl.seii.'' While 
1 can't ohlijic ) ou with a '"blast,'' there 
arc a few points which should he am- 
jdified — for the benefit of your read- 
ers. . . . 

Our own inventions of t)pes similar 
to HADOX (and on which patents are 
pendiii}') were conceived some years 
ago. The fact that, possessed of an en- 
tirel) free choice, we selected the Niel- 
sen Audinieter si{!nified clearly our 
considered view of the relative practi- 
cal merits of the two methods. . . . 

While we a|)|ilaud any system which, 
like the Nielsen Audiineter. is capable 
of producing rapidly an indisputably 
accurate record of radio or TV listen- 
ing in each sample home, we . . . ques- 
tion the practical economics of any 
such system uidess it meets the follow- 
ing vital re(|uirements. . . . 

\bility to draw (e<'onomically) from 
a true sample of L. S. radio homes — 
including small-loiin and farm homes. 
. . . Ability to measure simultaneously , 
in a sample home: (1) network radio. 
(2) local radio and (3) television. . . . 
Ability to operate without a continuous 
labor charge. . . . Kadio listening, be- 
ing a 16-hour-a-day, 7-day.a-week op- 
eration. re(juires about 3 persons for 
each job — and costs mount with as- 
tounding rapidity. 

Delivery of basic- listening data in a 
form capable of rapid, accurate and 
(X'ononiical conversion to IBM tabulat- 
ing cards. . . . Facilities for gathering, 
from each home, reliable data on the 
use of brands and commodities — need- 
ed in the solution of those radio and 
TV problems which relate to the sell- 
ing of goods. . . . 

Kesearch men who really understand 
the various systems realize that the 
Nielsen Audinieter is the oidy one 
which can meet all of these economic 
requirements. . . . 

Finally, you may assure )our read- 
ers that my conq)any is not wedded to 
any one method of measuring radio 
and TV audiences. Our |)atent position 
gives us a clear field to use any of the 
presently known methods that seem to 
olTer the most |)racticahle combination 
of accuracv, speed, cxonomy and use- 
fulness. 

We have now had 13 years' practical 



e.\|)erience in electronic audience re- 
search, and when we refrain from us- 
ing any s|)ecific system, that fact real- 
ly should suggest that, no matter how- 
fascinating the s)stem may appear to 
the ol)ser\er, it is lacking in one or 
more of the (|ualities which are essen- 
tial to the conduct of an audience re- 
search service that is unchallengeable 
as to acc uracy, highly useful in actual 
practice and capable of operation at 
reasonable (-ost. 

Yours \ cr) sincerely. 

Akthlh C. Niklskn 

President 

A. C. Nielsen Co. 

Chicago, III. 



Although there are inanv trade ])a- 
per personalities who are sincere and 
honest, 1 was very impressed with 
Hannister's responsibility to his read- 
ers and to the industry which you are 
serving. It was genuine and enthusi- 
astic. 

In the stor) 1 feel that you probably 
went further than most others would 
dare. It took real courage to do the 
article in the manner in which it was 
done w-hen you realize that so many 
"capable" writers have seen Hadox 
but have lacked the "guts'' to report 
w-hat they saw. The closest to it was 
Jerry Franken's article in Billboard. 

Before 1 met Bannister and before 
the story on Hadox w-as published, 1 
must confess that ) our publication w-as 
one of the few that 1 have always read 
with any degree of continuity. Your 
publication gi\es ine the feeling of real 
journalistic integrity which I feel is 
lacking in many trade papers. 

1 have s|>oken to at least twenty peo- 
ple who read your story and who know 
the facts about Radox — their reactions 
are \-ery much the same as the one I 
have expressed above. 

I think it is safe to sa\ that your 
story is one of the most important 
e\ents in the history of Uadox. It may 
|)rove to he a turning point in recog- 
nition. 

I can assure you that in the future, 
as long as yon kee\> the editorial in- 
tegrit) which you have so ably demon- 
strated, we will go out of our way to 
cooperate with you in our mutual en- 
deavor to serve the industrx w-hich 
needs facts. 

Al.HKKT F. SiNni.lNCEK 

President 

Sindlinger &■ Co.. Inc. 
I'hila. 
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THE "IDEAL DEAL" 

The article in the Octolw r ID issue 
entitled "Tailor-made transcriptions'" 
interested nip. It was good, and ver\ 
explicit. 

1 wonder why no mention was made 
of what I'd say is the ideal deal. 

When a regional or spotty national 
advertiser in efTect goes into partner- 
ship with a transcri|)tioii outfit. The 
advertiser (or his ageiie\ ) t;ontributes 
what his hudget is for a show, im lud- 
ing his sejiarately rcrorded commer- 
cials, and the producer makes up the 
difference for the world syndication 
rights. There are variations of the 
contracts all up and down the scale, 
but some of our hest shows got their 
start that way. 

It gives the advertiser a better show 
than he could afford: guarantees that 
the markets he wants will he available; 
enables him to get a show he knows 
will be just what he wants. The pro- 
ducer gets a new show with a sales 
story right off the hat, and at a mini- 
mum of outlay. 

Cordially yours, 

Ci.aUde Barhf.kk 

Manager, Syndicated Programs 

Central Injormation Bureau 

New York 



SAY IT AGAIN 

As a subscriber and a constant read- 
er I have enjoyed si'O.NSOR since its 
inception and I feel that it is doing a 
better job with each issue. 

I believe you will find others who 
will agree with me that there are many 
articles that appear in si'O.NSOR worthy 
of repeat attention in some form or 
other. 

I would like to request permission 
for reprinting "Seeing vs. Listening'" 
in the September 12th issue. Of course, 
SPONSOR will receive the usual "cred- 
its." 

Cordially yours. 
S. U. Saguk 
['resident 

IVSRS, Cleveland Heights, 0. 

9 "Seeinp v». Li«ictiitis^* l>a< Leen repriiiteil in 
folder form atnl can now he ortl^ri-il liy wriliiiK 

10 SrONSOR. 
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". . . we attriljute our 13.6 percent 
inrrcase over and above sales quota 
solely to radio." So writes Automatic 
Heal, Inr., selling Tiinken Oil Burners, 
who originally houglit John Facenda's 
"Night Extra" news program 3 nights 
weekly . . . then renewed and added 
two nights a week and a 15-Miinute pre- 
foothall period every Fall Saturday! 
What do YOU have to sell? 



VIA WESTERN UNION 

"Holiday" story terrific. Already 
getting reaction. Kush .50 copies. 

Robert Tincher 
General Manager 
WNAX, Yanhton, S. I). 



WIP 

Philadelphia 
Basic Mutual 



Represented Nationally 
KIIWAKII PETKY & CO. 
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Forrcasls of lltin^s lo come, as 
seen l>\ sroNSOlt's editors 



Consumer credit 
continues to rise 



Outlook 



Advertising expenditures 
will be unchanged in 1950 

A|)|)r(>|>ri<iti(in^ of luiliniial advoi li^ci > <!eiit;iall\ will lii' 
iiii(>lian<:c(l in lO.^O fmni I'JW levels, (lie Assoeiatioii of 
National Advertisers lias found. Industries that would 
spend more are. in order, beer and li<|uor. ofliic e.'|ui|)nieiit. 
business and finance, gas and oil. and food and frroceries. 
I'redominantlx unL'lianfied would be indnstrial. soft drinks, 
drugs and cosmetics, automotive and accessories, and 
liouseliold e<|ui|)mcnt. The trend in textiles is slightly 
downward. Sales \'olnmes of reporting companies in 19-W 
were generally unchanged from ly i!!. and profits were less. 

Some companies buck trend 
by expanding budgets 

C. {{owlaiid Collins, dean of Xew York l^iiiveisity's (Irad- 
uate School of lUisiness Adiiiini.stration. told the y\XA that 
"a number of well known comjtanies"' recently have "sharp- 
ly increased their advertising expenditures. Manv adver- 
tisers, however, this year have curtailed expenditures in 
direct relationship to declining sales, "without any trace- 
able! relationship to earnings, to additions to surplus, or to 
ciianges in the ratio of liquid assets to current or to total 
assets or to the intensity of competition. 

Decline in farm income 
may be checked in 1950 

The 10% decline in farm income in the last \ear prohal)ly 
will be slowed or checked in IQ.IO b) farm price support 
programs, "even allowing for moderate deflationary influ- 
ences from the re<'ent wid(!sprcad foreign currency devalua- 
tions," Louis II. [{can of the Department of Agriculture 
told a recent Four A meeting in New York. 



Almost all t\pes of coii>uniei' credit coiitiunc to expand, 
t-ays the Federal Reserve lioard. On 'M August, eoiisuiners 
owed S16,4.')2,00(),()()0 on iustalmeiit sales, charge accounts, 
service adxances and loans on retail Ituyiiig. Total instal- 
irent credit reached a postwar peak of S9,61,'{,0()0,000. Au- 
tomobiles, television sets and furniture wen; inaiiilv re- 
sponsible. 

Potter of Eastman 
named ANA chairman 

W. B. Potter of Fastmaii Kodak C.cnnpain lias been ele<-te(l 
(liairiiian and Albert Hrown <>{ the [lest Foods vice-cliair- 
iTian of Association of National Advertisers. .Mr. I'otter 
succeeds Hill Connolly of S. C. Johnson & Son. . . . Fast- 
inaii has used some selective radio but has never been on a 
network. Reports persist that, bf!cau.«e of the "visual" 
nature of its products, the company might be ripe for \ ideo. 
liastman spent nearly S2.0()().000 in magazines last \ ear. 

King-size cigarettes 
win larger market 

With all major manufacturers now promoting them, king- 
size cigarettes are getting a larger — but still relatively small 
— share of the total market. WHiile the industry as a whole 
gained only about 9% in 1948. the king-sizers are said to 
have expanded .52%. Aiiieriean Tobacco's Pall Mall is 
now reported running neck-and-iieek with LorillarfPs Old 
Gold for fifth place. Liggett & M)ers is making progress 
V'ith Fatima (spo.vsor 12 and 26 September). Re\nolds 
b.as introduced Cavaliers in a few test markets. American 
also has Herbert Tareyton: Philip Morris. Fleetwood and 
Dunhill Majors: Lorillard, Fnibassy. and Urown & Wil- 
liamson, Wings. 

6,000 more super markets 
«re predicted by 1960 

The steady increase in the nation's population will require 
0,000 additional super markets by 1900, Lansing P. Shield. 
])resident of Grand Union Company, has predicted. This 
increase would add more than $6,000,000,000 to retail 
food sales annually. 



Retailers are expanding 
broadcast promotion 

Meanwhile, with department store sales currently running 
12/? below a year ago, many major retailers are stepping 
up promotion, emphasizing sales, and reducing markups. 
A "i)e-kin(l-to-custoniers'' approach, reports the IF all Street 
Journal, is being instilled in retail sales people. Some re- 
tailers, such as Ginibels. with a new half-hour comedy pro- 
gram on WPIX, New York, are increasing their broadcast 
advertising. . . . Incidentally, Kasper-Gordon, Inc., Boston 
c.t. producer, is offering departinent stores "Adventures in 
Christmastree Grove"' as a TV series on film. 



Personal savings trend 
begins to level off 

The rate of personal saving, which continued to rise mod- 
erately in the early years after the war, has tended to level 
off since the third quarter of 194!>. the Departinent of 
Commerce has found. It will he some time, however, be- 
fore the pattern of postwar sa\'ing becomes a])parent, it 
was said. Although saving is siinj)ly the difference between 
income and consumption, the departinent showed, it may 
take a variety of forms, including an increase in cash and 
securities, additional insurance, a reduction in debt, or net 
i!ivcstment in capital goods. 
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Trained 



FARM SERVICE 

Farm Bulletin Board (daily) • Farm World Today (daily) • Dinner 
Bell Time (daily) • This Farming Business (daily) • Prairie 
Farmer Air Edition (daily) • Daily specialist from Board 
of Trade (grain markets) • Remote broadcasts direct from 
Union Stock Yards (twice daily) • Weather reports 
direct from U. S. Government Weather Bureau 
• Temperature and humidity every 
. station break • Such special features 

"-^.^ as "Your Land and My Land" "Visits 

with Med Maxwell" "Great Stories 
About Cornl' 



Agricultural Editors: 



Arthur C. Page 
Larry McDonald 
Al Tiffany 
Lloyd Burlingham 
Bill Morrissey 



Paul Johnson 
Ralph Yohe 
Bill Renshaw 
Gladys Skelley 
Frank Bisson 



X-'- ' 



Dave Swanson 




IMPORTANT AGRICULTURAL GUEST SPEAKERS AND INTERVIEWS 
REMOTE BROADCASTS FROM AGRICULTURAL EVENTS 



More reasons why farm folks all o\ er Illinois, Indiana, 
Michigan and Wisconsin listen more to WLS... 
and to our advertisers. For details, write Sales Manager, 
WLS, Chicago 7, or see a John Blair man. 



890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. 
REPRESENTED BY JOHN BLAIR AND COMPANY. 

24 OCTOBER 1949 




for profitable 
selling 

WDEL 

WDEL -TV 

WILMINGTON 

D E I AWA R E 

"WEST 



EASTON 

. PENN S YIVA N I A 




WKBO 

HARRISBURG 

PENNSYLVANIA. 



WORK 

YORK 

PEN N SY IVAN I A , 



WRAW 



E N 



READING 

' IVAN 



WGAL 

WGAL-TV\ 

LANCASTER 

PENNSYLVANIA 




ROBERT yv^E EKE R 

ASSOCIATES 

loi Angelei New Yofi 

Son Ffoncitco Chicogo 



STEIN MAN STATIONS 



Victor M. Katncr 

Vice-president in charge of advertising 
R. H. Macy & Co., New Yorl 



15) *electiii'» tiii'il-looking, thin-haired Victor M. I{atner as its 
new \ ice-president in charjre of sales promotion and advertising. 
Mary's has indicated that in the future a large segment of its 
Si.OOO.OOO ad budget will be allocated to television and/or radio. 
Ilatner, who currently holds the same job at the Columbia Broad- 
casting System, will assume his post 1 November. 

At CI?S the hulking, 4.5-year-old veepee did more than a competent 
job; his uncanny ability to hatch fecund promotional brainchildren; 
his impeccable logic in selling radio and TV, and his calm, capable, 
handling of CHS campaigns have resulted in the network's leader- 
ship in the radio field. At Alacy's, Ratner explained, he will not 
use any medium that will not produce quantitative sales results. Con- 
sidering the 13 years he spent at Columbia writing convincing copy 
and engineering high-powered activities to impress advertisers with 
the effectiveness of radio and video as advertising outlets, it can be 
safely concluded that Macy's will be using one of these by year's end. 

At the world's largest department store. Ratner will succeed veteran 
retail merchandiser William H. Howard, who has become a vice- 
president of Young & Rubicam. Xew York. His chief competitor 
will be Gimbel Hrothers. whose Rernice FitzGibbon has been making 
things hot around Herald S(]uare for several years. 

If Macy's hired Ratner ])urely on the basis of his background, 
talent and personality, the department store will still get an adver- 
tising giant. In 1930, he came to work at CBS as assistant sales 
promotion director to venerated Paul Kesten. Five years later. 
Kesten was promoted and Ratner became the director of the depart- 
ment. I^ord & Thomas bid for his services in 1941, and he re- 
signed his CBS spot to join the firm's Planning Board. Later that 
year, the U. S. A. went to war and Ratner shifted to Washington as 
an information specialist with the OPA and the War Department. 
He returned to CBS as vice-president in 1947. At Macv's. Ratner 
will receive an estimated 860,000 annually. It is generally agreed 
that, for this sum. he can get as enthusiastic as a cheer-leader about 
anvthin". 
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SPONSOR 



^^BXf!iff s^6 pai^es of 

^ Christmas continQtty 
and program ideas 

READY NOW FOR YOUR RICHEST SELLING SEASON 

XHH's niontlily "Radio Campaigns and Sales Kit" coiitains tlic only statloii- 
prodiiced and stut ion -tested i>i'()jfraiii ideas appearing in any service of its kind 
. . . in udditioii to radio eojiy outlines jtac.kcd with sales and W)py rescari-h 
information not available in any other radio service. As a leader in the lield 
for more than J3 years . . . with a subseriher list of more stations than all 
services of this kind eombined . . . the National Kesearch Bureau, Inc., makes 
this olifer to tlie industiy so that more stations may avail themselves of the 
splendid, already proven material that our current subscribers rave about. 

HERE IS WHAT YOU GET IN EACH MONTH'S ISSUE 




"Station Managers" gives you the outstanding selling figures for the mouth in retailing, gathered 
from more thau 050 trade magazines reviewed each month for up- to tlie- minute iuforniatiou by 
NKB's Research Staff . . . itlus, the finest examples of local newspaper promotions by the stations 
in the United States ami Canada, selected from the more than 2,000,000 ads reviewed each week. 
Trade publications report on tele% isiou and radio . . . read it first in "Station Managers" which 
carries features from the magazines your local retailers are reading . . . and "Ideas Too Important 
to Miss" gives you fingertip control of the entire issue as it goes to tht various departments in 
your station. 

"Sales and Programming" contains program ideas and ease histories that have earned more than 
$1500.00 for station people this year in awards from XKli alone. Tliese are the ideas that have 
brought listener response to sponsors and stations. I'lun the first complete, tested telephone selling 
presentation to bring in extra dollars to your station. The "Calendar of Musical Events" — this 
year more than 1,000 separate musical events were reported — an average of 3 nmsical program 
builders per day. This feature has a 92.15* acceptance in stations, with direct pronram sales to 
prove its worth. (These survey figures are available on re<|uest.) 

"Radio Campaigns" in the "Continuity" section give you co])y out linns for over SO lines of busi- 
ness each month . . . written only after 10 years of study to find out just what makes people want to 
buy. All the copy outlines in every issue are written to the H4 persuasive elements which resulted 
from tliis study. The cop.v is written by radio people from stations such as j-ours, who know local 
sponsors and their problems . . . the "Library of Copy Research" and "Do You Know's" on every 
campaign page give you the background material from the sjionsor's viewpoint — it is the newest 
addition to the pages of NRB's "Radio Campaigns and Sales Kit", referred to by one subscril)er as 
" Ihe finest Contiiiuitu Service in Itadio." (Name on vecjuest.) 



CUT YOURSELF IN ON THIS OFFER NOW 



THIS YEAR— SALES NOT ULCERS! 

FILL IN the eoujion now and mail. Your Christinas 
i.ssue will be sent absolutelj' free and without obligation 
— in time for the season that generally produces ulcere — 
but this year produces sales. Once you have seen the hi(j 
Christmas issue you'll want to become a regular sul)scriber to 
XKB's monthly "Radio Campaigns and Sales Kit" . . . the 
(inly sorvioe based on tested and jiroven successful ideas. As 
a subscriber to SPO.XSOK, you know the inogramming and 
continuity "ideas" that sell. They're the only eonunodity wo 
have to oiTer . . . they're the eominodity we believe you'll want 
to be sure of receiving every month — plannrd one month in 
advance — for the coming year. 





N.VTION \L HESEAnCH liUHEAC, IXC. 
415 N. l)eiirl)orn St. 
Chicago (10) lilinois 

O.K. Send hs, without oliligatioii, .vour FHEE 186 
pace Christinas issue of NUlVs "Hadio Campaigns 
and Sales Kit," pacl>eil with salealjle program ideas 
and cop.v outlines for the holida.v season. 



^'anie Title.. 



Station . 



City and State.. 



(Our suppl.v of this hig, sale-packed edition is 
limited, so .MAIL THIS i.iiUl'ON TODAY.) 



24 OCTOBER 1949 
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KFH IS TOPS 




BRUa BEHYMER KFH FARM SERVICE EDITOR 

HAS SERVED^KANSAS AND OKLAHOMA FARMERS FOR 30 YEARS 

Bruce Bchymer has been the outstanding authority on 
livestock and grain to thousands of prosperous farmers for a 
long, long time. He has delivered complete market reports and 
farm service programs over KFH continuously for 18 years and 
his reports have been carried in the Wichita Eagle for 30 years. 

Farm service is important in the KFH airea. This is 
basically an agricultural and livestock region; markets, crop 
reports and intelligent farm service information are vital to the 
welfare of the KFH rural audience. Bruce Behymer has had 
TOP Hooper rating over all other farm service programs con- 
sistently for years; beam your message to his loyal and select 
audience. Call a Petry man for the few remaining availabilities. 



5000 Watts - ALL the time 



KFH 



KFH 
-FM 



CBS 



DEPIIESENTED NATIONAllY BY EDWARD PETRY 8 CO., INC. 



WICHITA, KANSAS 
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SPONSOR 



1' / OCTOHEIi I'fl'i 



V 

Neity and renew 




THE REPORTS LISTED BELOW APPEAR IN ALTERNATE ISSUES 



* ^ New on Networks 



SPONSOR 



AGENCY NET STATIONS 



PROGRAM, time, start, duration 



\ iiK-ririiii ri-tliTiit of 


1lir.'<'l 


.Mils 


1 17 


).,il>o r 








\^>iiri.ilioii iif Aitirriraii 


llriiloii .K ll.ixler 


MM 


\U\ 


ItailroatN 








lliirni. >li]l \ Rli'valor Cii. 


Traey. Liieki- 


MIIS 


1 7"! 


4!ilixi-nii Cotniiiillfr for 




CIl*- 


HI 


Klrrliitii of Ili-rUrrt 








l.f hiiiari 








II. J. Ilriiix Co. 


Max ini 


ARC 


27<l 


Ilrilinis Yl'alrh Co. 


Itorl and 


MUS 




y.'\ltiie\\ & >lM-rv Toliari'o 


Ni-MelNKiiiliiell 


MH 


1 to 


C... 








I.iil licrati l.ay itii-n*!i Leaptii- 


r.olhain 


\IIC 


190 


Quaker Oal^ Co. 


Slieniiaii \' Marf|uetle 


MBS 


2R.'< 


U. S. Aroiy & \ir Torre 


fvariliier 


KIIC 


270 


Rerritit ilic Ser* ire 








Williatii H. Warner & Co. 


Keiiviiii /C- Rekhardt 


A lie 


272 


Iiir. (Rieharfl lliiiliiiit 








<liv) 








n'ililrool Co 


IIIIDMI 


(IIS 


171I 



ilW^ Renewals on Networks 



News Co niiiienlary ; M-F 1<I-10:1S pni ; Jan 2; 7*1 Mk^ 

Railroail Hour; Mon K-K :.10 pin; del .1: .>2 »k> 

Liizhl Cru^l UoUiKliliov ShoM; M'^'V 1 2 ; .'lO. 1 2 ;'1.> piii ; Sep 
S: .152 wk« 

I'olilieal: V^eil 6:I.>.(|::|0 poi: S.p 2B : 7 »k. 



(Ijjie .< Ilarriel; Fri <>.9::10 pni; Del 11; .19 »k!. 
l.>oiek As A Fla>h; Sal 7 :.10.7 :55 pni; Sep 21; .19 »k<. 
Drasnel: Th IO:.tO.|I pin; Ocl 6; S2 »k> 

Lutheran Hour; Sun ;t ;.10.4- pin; Oel 2; 52 wkft 

Man On Ihe Farm; S.it 1 1 :.10. 1 2 pni; Orl 8; 26 »k< 

(pxpaiiiled lime) 
(tame of the ^ eek; Sal 1 :45 piii to eoiieliision ; lli'l I ; K >«k« 



Waller NX inehell ; Sitii 9.9:1.^ pm ; Jan 



.>2 **k^ 



Arthur Godfrey : ;-lt >IV('I'.'I n'lii ill : 1 .">■ ill :.'IO 
.I.') wk. 



SPONSOR 



AGENCY NET STATIONS 



PROGRAM, time, start, duration 



!- 



A tiHTii-.in 1 III nil- Proilurls 


J. T. Murray 


<:iis 


1 19 


C«r|> 








l'hp*plir<iiich ^Ifs Co 


M eCaiiii-Eriek <on 


<:iis 




Chrytiirr C(ir|i 


IIIIUXO 


CHS 


1 7S 


(Jiih Alitttiiiiiiiii Proilurt«i 


Leo llurnett 


vik: 


6<> 


Co 

Eleetrir Company Atlier* 


N. \V. Ayer 


CIIS 


Ih.T 


titiiiic Procraiii 








Faitllir<^!i Stareh Co. 


Briiee 11. llrewer 


MIC 




i'irsl Chiireh of Chri.it 


II. 11. Hiiin|ihre% 


Mils 


<i:t 


Seieiil isl 








lieiieral I'fiiiils Corp 


^oitti;: ifC- Hiiliieatii 


CHS 


!.">! 


(petierai i'ooiix Corp 


^ oimu iS' Ritliii-aiii 


CHS 


l.->2 


iiiifi<iiii Coal Co 


I'.leni4-iil> 


MIC 


\3 


1.1'Ver itros Co 


RiilliraitIT iK' Hyaii 


CHS 


U9 


i'rl Milk Sale« Corp 


(pariliier 


MIC 


1 17 


Pel Milk Sales Corp 


(rarflner 


MIC 


1 IB 


l^nakcr Oat« Co 


Sherman H: >l arf|Uf-tl(- 


\HC 


207 


Swifl «■ Co 


J. ^'alter I'hoiiip^oii 


ARC 


2711 


A'oiee of I'niphe'-y liie 


Western 


MRS 


291 



l»r. I'hrittiaii; Wed K:.10-'l pni; (let 1' 
Hit Ihe Jaekpol; Tn I(l-I(l:.10 pm ; Se| 
Cliili Tinie; Tn 10:15-11 am; N'ov I; 



52 wki 
wks 



.Mr. Keen, Traeer ol Ln^l Pcrtoii^; Th R:.10-9 pm ; (lei 2(1: 52 wk 

.'>2 

Eierlrle Theater; Snn 9.9:.10 pni: (let 2; 52 xks 

I'aultleM Stareh Time; Sun II-1I:I5 am; (let 9; 52 uks 
llealinc Miiil*lry of Christian Seieiiee; Sal l: l.»-.» ptii : (lei 
1.1 wks 

CiildlierE^; Fri !|.K::tO |Mii ; (let 7: S2 >.k< 
Mv Favorite llnshand; I'ri !t::l0-9 ptii ; Oet 7; 52 wks 
II & II Miners; Snn 9:IS-I(I am; (lei 9: 52 ok.' 
Amos 'n' Atidv ; Snn 7:.^0-R pni; Oet 9; 52 oks 
i'el Milk Show uilli Kay Arnieii; Sun l(l:3(l-II pin: (lit 2 
52 wks 

Mary Lec Taylor; Sat I0:.10-II am; Oct 22: 52 ~k« 
Chajientie of the Yukon; MWF 5-5 :.'>0 pm; Sep 1 2 : 52 wk 
Hreakfast Club: .M-l' 9:I5-9:43 am: (let 24: 52 uks 
Voiee of Prophery ; Son l(l:.10-II .iin ; Sep 25; 52 wks 



Sponsor Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



ItokiTt F. Anihiiny 

FiUanl G. HiTti 
John L. Hraillry 

llpnry J, Colriii.iii 
Harry J. D<>ines 
W . E. Derinoily 
J. A. i'ourhp 

lluph L. Ilaywar.l 

llowanl Lane 

Rov Linilcn 

Jiilin It. .MrLauf-hliii 

Cl)arlr« F. Mosirnan 
Victor M. Ralnrr 
Gcorci* F. S>iiion« 



NX'JIt, lli-tr.iit, 



rh;:c a<K'« |iroiii 



Conile-N'asI I'nbliral ions I iir i Vo(in** I'aHrrn ilis I 



(^iilf Oil I i>r|i, I'illsli.* sprrially ni^r 
Scilii-rlinf* Rnhhrr Co, Ak r»n. O., a'^'-l I o ail \ , 
■mis;: <li r 



Bricks !\lai)ufar(urilic Co ( IMuinltin^; ^'arr ili^K Drtroil. adv 
«U prom ilir 

I'an Anierioari-(irari- .Virways liic, N. sl« myr 
Cro«lry Uislribnlinj* Corp, M. Y., sis proiri in;:r 

Sianilard Oil C2o. Cl<>\t>., a«l%- nicr 

^Vtil inshoits<> Elrrlrir Corp. I'illslt.. a(l« prorn rii^ir 

Saiiir, a«lv nicr 

Same., a<lv, nxUc di-pi n);:r 



Itriirii 



llon&on An >lrtal Works liir. V#'wark ^. J. 

(><-ni-ral Fo«<ls Corp < I'osl rrri'al di*), Halllt* Cri'rk 

Mii'h,, ailv iii^r 
Rainier llrrwinu Co. F,, ril v ni;;r 
CHS, N. v., vp ill eliu** ailv, h]« prom 



v. S. Iluhher Co < I'i^k-f^illiMIe lirv diO. ^- ^ ad' 
ni{>r 

Sanir, ailv mpr 

Viiion Oil Co of ( al. I.. \., «ls in^r 
Kraf I Foods Co. Chi.. ni]\ , prom tii<;r 



Sanir. sis mpr 

Mary'* llrrald St|iiarc, ^ vp in ehpe sis prom, pnli rd. .tih 
Avro Man))fa«'liiriti^ Corp 4Cro»lry iliv). Ciiiri.. adv m^r 



r 



%'- f ' ' 



m 



if 



In next issue: Mew NnlionnI Selerlivr lUi.siness: iVnr and Krnened on Telerisitni; 
Station Represontation Changes; Ailvertisinf: Af!enry Personnel Chani:es 
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Sponsor Personnel Changes i continued i 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



l.*-«inuril ( .'. I'riirhtlrll 
It. I'. U muttrr 

Juhn \. ^\'uu<l 



lliil|Miinl liir. >|i III rli=c iiikli: 



(•^iiiTuI ^lolo^s Corp ( l*iiiilia<- Mtiliir <li> ), I'ltiiliuc 

M Irli.. pari o iii|:r 
'^filifrlliii: It nil III- r \kr»ii 41.. u<l> , iii«U|c «lir 



/«■■■! ill Itatli*! Corp. (ilii.. Ii<iu>-rli««lil ratlnt, I A olo mur 

U fhllntrhuukr Klcrlrir Ciirp t \pparalii- <li>o>, Pill'-li., u*}, 

prom iiii:r 
^aiiir. oN prom mer 

llri'p l'r«-«-yi* (!«>rp. r.lii.. -U msr 

^1. K. <;«Mt/ llr«-t.iii»c <:». ^1. J»>rpli M«.. <lir 

V illiiir->ii«-|iar<l <!li»«-olal«- i u lii«*. I.ililz I 'a.. > p. -N. uil> «lir 



National Broadcast Sales Executives (Personnel changes) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



* liarlfo ^\ . Itarluii 
Janir^ H. ('uiiniNuii 
U'illluiM Iluly (MiiiiMrJr 
Juiiifs (ialc^ 
l>a% r (toliirn 
r^on I*. <rurman 
l^aul A. Kehli* 
lluwar<l I.. I.azuru.. 
Robrrl I.lvlniislon 
llarohl A. Sodrrliind 
Mtinii Sprnrer 



liulliiii:, N. ^. 

Itadprr, ltrut«iiin|; X lli-r«rv, .N. ^ .. lim 
nCAX. Iturlliif-lan \ t. 

U I* AT, l*al fri>t>n .N. J., puh, |ir«iii <lir 
>\ POIt, I'urtlanil M-r., si.*, prom nipr 
WTliF, Triiy Ala. 



lta<liu >al(->, J.N. VhltltM rc|i 

K' FA It, Omaba, in -i-h^r r<*i:f uiial sK 

K\'OK, Santa Ana H^allf, oUinan 



UAItK. ^ arr Ma-^.. iiall kU inpr 
>clr«'li>r Ka<liu A<h rrl i>iii|£. ^ nail 
KK>\'lt. irt««MHl. fli. Mi»:r 
\tTI>K, Itiililrfiiril M«-., 0« nmr 
^\"rri\ Cural Oahlfh. Kla-, Ok nipr 
U'A Itl , Itan^iir M «-., «l«., pruin niter 
k\'KK. AII>ui|U«-r<|ni* M.. cm >l«. in|£r 
TV'I'CII, INllsh.. !.l> iiii:r 

IIIt.M, Chi.. >l» nicr 
Samr. nipr 
Same. mtzr 



New Agency Appointments 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Adolph*s KnuH rr-»<liirl». I., A. 
Anirrlran 'I'uharrn Ch, N. W 

Itankerh KnUral Sa^inc^. & I. nan A-mi. N. ^. 

Itunil riolhini: .Siur«-<>. N. ^. 

Itvulh Ki^ht-ri*-* Corp. Clii. 

Iturilrii Co. iN. Y. 

Hooro Co, N. Y. 

Canipliell Soup iln 

Dale Cariiccii'- Sal*** I raiiiiiis (.<iuroi*«. Si. I... 
I^hirapo Coal >lfrrhanl« A>on. Clii. 
Cicar ln>lil-alr of Anii'riru, >". V. 
Jamt-s It. Clow & SoiiM, Clii. 

Con<.«tlMlai«<I I>air> I'rmlurlo Co. Sralllc M a-fi 
Cuok Ch^mtral (.*o. K'aii^a^ (-11% ^lo. 
I>ran Milk Co. Chi. 

Karmrrs 4uloniol>ilr Inourann*. I.. A. 
Ford Motor Co, I>*-lroll 

llou«r It^auliful Curtains liir, \. ^. 
I. a SaUa Corp, Ithl■r^ld«■ Conii. 

Lrlffhlon*)! Woodland" l.akr Kc<.|aur:inr. \ril*li*« \. ^- 
Mar's ^ra«. L, A. 
>I«>iht-nzahl Food l*roiliirl'> liir 
Mlrarlr Ailhcsivf.s Corp, \. Y. 
Modrrn Industrial Hank, N. ^. 
Mvnark SIhrr Kinic, Clii. 
John .M^rrrll &■ Co, Oi|iinit«a la. 
Norlh^n Warrrn Corp, Sianifunl Ton* ,. 
Niirihan U'armi Corp, Siainronl i'.nu' i. 
Oil Ural Inoliiiiir uf Si. I.iini^ ln«>, M. 
(>«'rleri«h A Hrrrj, <^lii. 

Olympic Kadio * 'I i*lr> ioimi In*.. N' . ^. 
IS-l^-r T'mcr, ^ . 

Tarkard Dcalrro of Crrulcr Tliila/ dphia. Tliila. 
Tan riiarniarali Inr, .V. 
l*"i"*on'>. Ammonia Co Inr, >. ^. 
lti>don Mfe Co, Nan|£ain<k Cwni«, 
A. SIrgi-I A Sun*. >. ^ . 
Shrar Ji*t«flry Co, Si, I,. 
Sil*ir Skillrl Itrnndj. Inc. < hi. 
Slick Shine Co, Nrt«ark .N. J. 
Suhnrlian .Naliunal Itank, Silver Spriim Md. 
I'rxiron I nc, N. ^ . 

I rail Tclc>i'>(on Corp, A»hw-« * I'apk N. J. 
L'. S. Coaoi Guard 

I nilcd Slalc4 Life InHnraww t n, N. ^. 
> irlor Slorarc A >ln>ln|i Cik. d,; 
Ualliirk KooiU. Phila. 
V altlhaum **liir»". I iic> V. 
U andcr ( u. Chi. 
Karl Will Inc. Chi. 



ItiM-lir^b r >. ^ . 



I.. 



Meal l**iidfriz«-r 
ltio*'l'aii Ci;:aro 
Itank 
Clolhiuff 

rr<'>h. frozen ftiiiiK 
KIsie I'umic litiok 
Milk uiuplifier 

Traiico* American Spu^lii-Hi. ^laeartini, 

Amerieaii Iteef (ir:i> « 
Scliiiiil 
ln>liliilional 
lii'-lilnlioiial 

Plunihin?, heafinp onppliev 

l>airj pro<K 

I nvei-l icide 

l>airy protK 

liiourance 

Au|iiniohile'< 

Curlain*- 

l-'rozeii i^pa^ihelli *aiM-e> 
It i*«l ail rani 

Vul onioli^'i* wax, pnl i«h 

M acaruni. >paphel I i 

lii<lu«lrial ii<ihc«ivi-o pnido 

Itank 

Iticyclc* 

Meal packfr> 

C.ul *>K manicure liiii* 

4>ilo*Ho>.No proil- 

Inoiiiulional 

Old Man maple >>riip 

•|\ sel> 

Mairilrc.^ser 

Packar<l aulniiiiihiiro 

Pharnlaccutical^ 

Ammonia 

?<cope, ciKarel huliler 
I. a >lai:nila Ci(;ar'> 
Jewel ry 

4 lor lied lieef lia*>li . chili c<mi eariie 

lloUftchold clean iiif: prtido 

Itaiik 

Men'" wear 
'I'lieal re-^izc T\ 
Iteeruitiitc 
I iiouraiice 
^liira^e, iiio> iii> 
Walheck Ticklev 
Iteiail food chain 
Itakery pro<l» 
.'N«luii Dip 



Mayers. I„ .V. 

Laurence C. Cunihiniier. N. ^. 
Meulseh A Shea. N. ^. 
Ca>loii, >. ^ ., for fX ad> 
Ciirdnii Iteol. Clit. 
kenvon *\ Kekharill, N. ^. 
Itohl-rl W . Orr. .N. ^ . 
l>aiieer*l'ilz;!«-ralil*Sainple. N. ^ . 

arner, Schnleiihur;:. I'lidil. X . I 
(ri'liharill *\ HroekoHM. Chi. 
Iteiiloii A lt«t«lcs, \. ^. 
^> iiHinilo X ^lack('llzie, Clii. 
Mar W'ilkilW. r „le X Weher 
(■aniner, M. I.. 
I.eo Ituriietl, Chi. 
Ilrivachi r, ^\ lirclcr. I.. A. 
Keiiy<iii X Krkhar<ll. l>elroil. ftir 

liioliiniiunal a<l> 
Diiiion A l>uhrot«iii. >. ^ . 
Sheldon, <>uiek X MeKlruy 
Itoheri llillon, N. ^. 
J. T. Cro>.Hley. I.. A. 
Charlev I.. It'umrill. N. ^. 
C.a>loii, .N. Y. 
Kinil Mocul, N. ^. 
K. II. ltrot«ii, Chi. 
N. W. A>er, Chi. 

\lihul kiniliall. >. ^ . 
J. M. Malhev. >. ^. 
OukleUh It. l-reiM-h. 
K. II. Itrwt«n. Chi. 
Milluii Sicrii, .N. ^. 
Mori Jnnner. N. ^ . 
Ileiihani, Phila. 
\'icliir > all <ler l.iii<li*. 
Itrii^aclier, ^X'heeler. N 
Paul Sinilh, N. ^. 
I'raiiklin Itruck, ^ . 
Earner, Schiilenhurv, To<lil. ^1. 
« . Karl Hnlht^cll. Chi. 

V. W. I.et«iii. .Nc««ark, 
K<ipeland, ^\'aoh. 
Ilirvhon-Carfield. N. ^. 
Ca% loll, N. ^ . 
I'leleher I>. Itiehurdo. N. 
John Mai her I.uplon. N 

richi, Chi. 
Cleuieiilo, Phila. 
l-'riedlander *!C Meyer. N. ^ . 
Cram, Clii. 

\lihol Kiinhall. Chi. 



Porllaiid Ore. 



N. ^. 



S|. I.. 



J. 




tlie picture. This busy canning connnunity is another 
juicy market foryou via ABC.oiit; of 42 coast cities big 
and small in tlie "SO'/o-plus" BiMH peuetratiou column. 
(80% of San Jose's radio families arc ABC fans.) 




est! It ranges from milk ))rO(iuction to wint^rics. 61% of 
Modesto's radio families like ABC. In fact, (says BMB) 
ABC gives primary coverage of 96.7% of all coast radio 
families... at famous ABC low prices. 




families tune regularly to ABC, i^ays BMB. 

On the coast 
you carit get away from 

ABC 

FOR COVERAGE... ABC'.-, booming Pacific network 
delivers 228,000 watts of power— 44,500 more than the 
second-place network. This power spells coverage — 
ABC primary service area (BMB 50% or iietter) cover.< 
96.7% of all Pacific Coast radio homes. And AHCs 
Coast Hooper for 1948 was up 9% or better both da_\ 
and night. 

FOR COST.. .a iialf houron ARC"sfull 22-stati()n Pai ific 
network costs only $1,228.50. ^ et you can buy as few 
as 5 stations for testing or concentration. And ABC 
is famous for the kind of audienct-djuilding promotion 
that hel]is slice tiie cost-jierdistener. 

WhfthtT you're on a roast in'twork 
or iiit«'ii<l to 1m'— talk to ABC 



ABC 



PACIFIC NETWORK 

New York: 30 l!ork.-frIl<-r Plaza • Cln lr T STOO-DtTROiT: 1700 Slroh Buil.ling . CHerry 8321— Chicago: 20 N. Wacker Drire 
DElawarc 1900— 1.0S Angeles AUCTdevisionCenlcr-iNOrmandj3-3311— San Francisco: ISS.Monlgomery St. • EXbrook 2-6SM 
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,2 Hometown I 
Stottons n 



KBON i^Ho 
KOLN UZ. 

offers you 
coverage of 

Population 674,500 
Families 200,000 
Radio Homes 172,880 

with an 
Effective 
Buying Income 
of 

$1,071,583,000 




Equal to 



60% Buying Power 



81% Radio Homes 



of the 

ENTIRE STATE 
OF NEBRASKA 



Nov (Icvc'lopiiu'iits on HPOXSOK stories 



See: "Selling the undergraduate" 

Issue: February 1947, p. 15 

Subject : ln»ereolleg:a»e Network sfill does 

better with local than national 
advertisers 



Tlie Intercollegiate broadcasting System (public relations office al 
Bethany College. Bethany. W. Va. I began this month to carry the 
Harry James Shoic, a tiuarter-hour, weekly transcribed musical series 
urging young men to join the iXavy. 

Now in its 10th )car. lUS is an association of nearly 100 campus- 
confined stations which limit their coverage, via "wired radio." to 
college communities. Although the IJ. S. College Market Sur\ey. 
coiidm ted for National Advertising Service, Inc., \ew York, showed 
that college students buy 37'/r more products at retail than the aver- 
age American, member .stations have rc-ceived advertising primarih 
from local concerns. 

One exception on some stations has been Chesterfield cigarette, 
through Newell-Kminett Company. Columbia L'niversitv's WKCH 
told SPONSOR that it hopes to attract "several'" national advertisers 
this )ear. 

The number of stations, or colleges, in the network has nearly 
doubled in the last two and one-half years. At such colleges as 
Princeton and Union (Schenectady) it was shown that the IBS 
station have a higher listener loyalty than the leading network or 
independent station in that area. 

Pro gram preferences lean heavily toward music, with popular 
nosing out semi-classical, and news ahead of symphonic music. 
Sports and be])op were rather far down the list. 



See. "Radio creates a new living habit" 
Issue: June 1948, p. 36 

Subject: a ir-Wick to use TV for the first time 



As part of Air-Wick's biggest and most expensive advertising cam- 
paign in its six-year ra])id sales rise, the company will use television 
for the first time when it takes over a ten-minute segment of Dorothy 
Doan's Vanity Fair on CBS-TV. The shows is entirely aimed at the 
female market. Mi;s Doan presents a panorama of fashion, and high- 
lights the videocast with guest appearances of women celebrities. 

W^illiam H. \^Vintraub Agency, which is handling the Air-Wick 
account, will have the campaign underway, late this month, in three 
major mediums: radio, print, and TV. The firm will continue to 
sponsor its two sales-producing radio network programs: Don Gardi- 
ner's Monday Morning Headlines, which follows the mass-appeal 
broadcasts of crusading commentator Drew Pearson; and Allan 
Jackson and the Sews, heard on CH.^. Saturdays. 11 :0() a.m. For its 
])rint promotion the country's top-selling deodorizer will be featured 
in full-page ads in prominent national magazines starting with the 
17 October issue of Lijc. 

Theme of the new campaign will be a tactful reminder to Ameri- 
ca's housewives to be on guard against foul odors that normall) 
result from cooking and cleaning. To illustrate the ad the Weintraub 
brainlriist has originated a ])liotogra])bic symbol of "Mrs. Xextdoor." 
the friendly neighbor who can be exp«-ted to drop in at any time for 
a brief visit. "Mrs. Xextdoor" will be used in all of the firm's 
printed media. 



KOLN/^ 

Paul R. Fry, Gin. Mgr. 
World iniuronft BIdg., Omoho, N«br. 
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5VCA0 






^oiv Popukr Cm Voa Oei} 



The campus hero has nothing on WCAO these 
days. Smart advertisers take a gander at the 
super -colossal CBS programming job this Fall 
— and rightly figure that WCAO is a better 
buy than ever in the Baltimore market, i^r Ask 
your Raymer representative about 
availabilities on some of these popular 




and every program and 
announcement on WCAO 
is duplicated on WCAO- 
FM (20,000 watts) at no 
additional cost to the ad- 
vertiser! 



WCAO local favorites — "Musical Clock" — 
"Hold Everything" — "Your Friendly 
Neighbor" "Afternoon Carousel" — 
"The Hal Victor Show" "Saturday 
Night Frolic" — and many others. It's a 
bonus audience - backed up by constant 
WCAO local promotion and showmanship. 



WCAO 



7^ ^otce 0^ ^cUtcmcne 



CBS BASIC • 5000 WATTS • 600 KC • REPRESENTED BY RAYMER 
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Mr. Jamison stands out in the crowd... 



In a crowded reception rcx^m, in a crowded office, even in a 
crowded elevator. .. our man Jamison is a standout. 

He looks like a young fellow on the way up... with something 
on his mind. When he talks, people listen. 

The reason is obvious. Mr. Jaiiiisou ahrays knows what 
he's talking about .. .always delivers. For example: 

Last summer he promised a big advertiser a certain set of 
availabilities at a certain time. They were hard to get, 
but Mr. Jamison guaranteed the timing of an important 
test campaign by prixlucing them on schedule. 

Last spring he told a station manager there was no reason 
why that station's billing could not be increased 1 5 9r 
before the end of the year. Here it is only October; and the 
figure has already been passed. 

The reputation of Weed and Company is no accident. It's 
reliable, constructive, creative service, like this, that 
built it. And it's men like Mr. Jamison who are helping us do more 
business for all of our clients than ever before. 





Weed 



radio and television 



station representatives 

dnewyork • boston • Chicago • detroit 
C O m p 3. n y san franclsco • atlanta • Hollywood 
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\'01.. I, No. 1 



RADIO - SELLING 



JI.Mlll K.SHl.LE, OKU. MVIIiJl I. 1010 




PHILLIPS 66 LAUNCHES FIRST 
BIG NATI ONAL RAD IO SHOW 

c — 

Sponsors famous ''National Barn Dance" Weekly 
on ABC Network Starting Saturday, March 19 



STCHiY ON PAGE 7- 





HUGE CAST 



^(H^ in it> J5tli vraT, ihp NlllirniaJ Karn 

■on iiir. It lHM..t- WW uf iJn- bl^frsr 
r-lirr^tninjiM'n' rti-U in raiiiu, tnarr tU»n 
.1(1 wrluii |n-rfnmiTi> |>lio « Inrisf' sratt 
nf |iri'il<irri-*, ^tnxt'iro. wriieri and 
irrhnirj.irNi. 

'PHIIJHEPHIIIIPSMAN' 

Hr tnh-lir ii^ vhhi — hv j« vrtn. ''Cnrl*'" 
Pi>i) 'Irpi^i* tttP rharanrr of •.)>«- Pl>ilil)<^ 
or;e»u)Xiition. Iie"ji Utt-niiyj, irariii. «mi|>- 
ihk — »ihI lit'lJ Irll \i*iiiTif 'n rl)« I'hillip* 
Wi Hoi-i on ••4w(i hr»mika<i. 

I MOUNTAIN 

SWEETHEARTS 

i.a\» Rr\lf flU'l Srottj. l«»nf AmrrifaV 
hrvt kiHiun iinH niii!>l )>ot»ii!nr ft»lk mui^k 
ftnitiilJi; rotlpir, tcariii;'! up in »flrr 
rar<vr- in obhirli irjrli •! jirrrd 4* a "Mn^lr" 
■■n 'VdlHinal Ujrn iJmnce. A Y*mr or »(> 
Itiirr, llirv r»-iiri»*'l up in t^nl life and 
mini' Mf, <in<J Mra. JScoti Q'likrmiin. A-ld- 
in^ tli^ir laun'in gsiix-d on NjttinrLBl 
Burn D^nre. ili4'_i| li^vr bnti f^itttirrd iit 
ji itiin^ljct uf tiii<nipii •■1(1 jcp fB>orilnii^n 




I 



^■■■Sff'l The radio station rep or 
station manager who tries 
to sell a program to aggressive, ex- 
panding Phillips Petroleum soon dis- 
covers an interesting fact. It is not 
enough to offer PhiIIi])s a network 
show with a high rating among rural 
audiences, although Phillips is selling 
now via The National Barn Dance on 
an 81-station. custoni-huilt AHC net- 
work. It is not enough to offer Phil- 
li|)s a good local newscast, although 
Phillips sponsors lop newscasts in 1 1 
markets in the rit'h Midwest. It is not 
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enough to offer PIiiIIi|)s a good sport*! 
roundu]). although a five-station, five- 
announcer sports show sells Phillips 66 
products nightly on Montana's Z-Har 
network. It is not enough to try to 
sell Phillips on the idea of a good 
locally-produced '"talent search" show, 
even though Phillins sponsors two such 
vehicles in the North Central states. 
Phillips, oi" its ad agency. Lambert & 
Feasley (N. Y.), is going to get around 
in short order to a ((ueslion which has 
dashed the budding hopes of many a 
program salesman. 



Phillips % 

takes 
its pick 



Hani .sc11eii$< on stroiigly- 

proiiiotcil shows helps 
rc$>'ional oil company liuilil 
8500,000,000 volume 



illips goes all out to tell dealers of its coasf-to-C3asf sponsorship of "Nafior<al Barr< Dar<ce" or< ABC 



That question is: ''What do you do 
in the wav of audience and program 
promotion?" 

This is no idle thought on the part 
of Phillips, or its agency. For ail pur- 
poses, it is as close as one can get to 
some sort of "lowest common denom- 
inator" in the PhiIIi|)s air-?elling op- 
eration. 

Back of the extreme interest on the 
jiart of Phillips in whether a station or 
network thinks enough of its clients 
and programs to do a. thorough mer- 
chandising job is an extreme love of 
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PHILLIPS 6G 

DEALERS 

B V . with 



I 




Lulu Belle and Scotiy. the "Carolina Sweethearts," set "Barn Dance" lieynote on Chicago's WL' 



cirK'i<Mi< \ in j-eiieial dii liic part of 
I'liillips. Oiling llic mosi for llic 
moiif\ lias l)('cii an integral |)arl of 
e\cr\ lliiiig llial Pliilli[)S does. Ki'cciilh , 
t'oiltinc. in writing a general rc])()rl on 
llip slalp of llic oil indnslry. loosed a 
lilcrar\ hoiKjuel al Pliillipp: "This l)ig. 
inlegrated. niidwcslcrii iii(le])cndeiil i.- 
]>rol)al)l) one of the inosi efricieiil j)ro- 
cessors of a raw nialerial and markel- 
ers of ila end |)r()diicl lo he found in 
any indu^lr\." 

I'liillips. under ihe guidance of da])- 
|>er, liigli-))o\vered Kinnelli F. "IJoots" 
Adams. ])iesidenl of l^liillijis, has tlie 
iiiosi coMcrele j)roof of all lhal it pa\> 
lo follow-throimli eflieientlv in selling 
]jeli()leuin produeU. 'I'he 32-\ear-old 
o'l firm of i'liillips i'etroleum is an 
"iiiteiirated" producer, thai i#. il han- 
dles the di.Sicnery. sliipping and re- 
fniiiiir of crude oil and natural ga> 
down lo the laj-t stages of iiiarkeliiig 
lhr()U!;li ils 11.500 indeDcndent deal- 
ers. ?o closclv-kiiil is Philhps that it 
ranked 12lh last vear anioiiir I . oil 
fires in gro^is income (with .S4M7.16.'>,- 
2!>7l and 9tli in net income, liiree 
whole no'ches higher, (ui'ii S72.6.'i().- 
O'JTK At ihe same lime. IMiillios. due to 
recen" e\|)ansions ( h\ Durcliasiiin some 
smaller independent oil firms; tapping 
new crudfT sources in (Jiilf waters. 
Canada, and Sonlh America) is grow- 
iii!; faster, in proDortion, than the o\er- 
all iToulli of ihe nation's hlue-chii). 
20-''illioii-d<)llar oil iiidu«lr\ ! 

.'^iicli a h'-ialit pic'uie is not easv lo 
come l)\ . The \va\ uj) lo one of the 



lop spol.'« among the so-called "iiide- 
licndeiil"' oil firms was a mailer of 
hard selling e\t'r\ inch of ihe wa\. Ihe 
lessons are not lost on I'liillips execu- 
ti\es. who expect ihe same kind of elii- 
cienc\ and productivtfiiess from I'hil- 
li]js atKertisiiig lhal ihej get in I'liil- 
lip^i husiness o])eialion>. 

This dot's not mean lliat l'hilli|)s fol- 
lows any hasic |)rograniing "formula " 
in Using radio. Some oil companies, 
like iiiduslr\ -leadinc .|eise\ Slaiidard. 



'10 O'CLOCK 
HEADLINES" 

10 pm Mon. thru Fri. 

KHQ 

590 on your dial 

Diclr Godon handles hot heodlines on KHQ, Spokan 

prefer lo use low -iiretsure insliluli^mal 
air advertising lo carry iheir hanner. 
Others, like yXllantic Refining and Tide 
Water Associated (Western Div. I lia\e 
huilt up a formula o\er the years of 
using college sports on regional or 
c'usloiii-hulll networks. F.sso Standard 
has for years heen using the suecessful 
news formula of the hsso Reporter in 
its l'.Iaslern markets, which huilds lis- 
l<;niiig. and selling, of Esso jjroducls 
l>\ fre(|uenc\ of inl|)acl. Others, like 




THIS IS A SOUVENIR PHOTOGRAPH FROM YOUR LOCAL PHILLIPS 6*- DEALER 
OF THE WDAV TALENT PARADE AND RADIO REVUE ARTHUR, N. D., MARCH It 

The Phillips "Talent Parade" on WDAY, Fargo, draws both talent and audiences In Northwest towns 
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"Barn Dance" flies to Texas. Ray Kremer, agency radio head, center; George Biggar, show director, left 



Gulf and Texas, use iiightliiue iielwoik 
radio and TV to sell their |)roducls on 
a broad, semi-inslitutional basis. 

Not so Phillips. The method b) 
which Phillips apj)roaches the |)rol)leiii 
of hoK best to use broadcast advertis- 
ing, although it parallels in some ways 
the methods of nearly all oil compa- 
nies using radio, still has some uiiitjue 
features all its own. When I'liillips 
sets out to allot money for radio (its 
current radio budget is about J^l.OOO.- 



000 annually out of a total 1'>W budget 
of some ^;2.500,00(h. Phillips first in- 
vestigates the distribution and gallon- 
age factors of the markets it intends 
to sell to on the aii'. Any monex set 
aside for radio usage in such a case 
bears a given ratio, about the same in 
all cases, to what I'hillips can do in 
that area in the wax of business. Onix 
then, the hunt for a station and pro- 
gram stiirts . . . and programs must 
be well-promoted before Phillips buys. 



Phillips does not use chainbreaks 
and announcements to sell gasoline 
and oil, feeling that programing lends 
itself better to selling its wide line of 
petroleum products, as well as the Lee 
Tires with \\hich Phillips has a selling 
franchise in most of the Phillij)s mar- 
kets, to both city and rural audiences. 
Phillips, as of I'J March, 1949, has 
been spcarheadiiig its radio activities 
with the network broadca.-ting of the 
2.5-year-old Nulional Ham Dame. This 
is primarily a hori/ojital selling opera- 
tion by which Phillip.s, to quote Phil- 
lips' Keimetli Adams, "'can assure the 
same high level of salesmanship in 
every market just as it a.ssure.'i the uni- 
forndy high level of gasoline perform- ' 
ail' e the year 'round by the famous 
Phillips 66 'Control'." The liarri Dance 
bioadcasts. fed to an <!1 -station AHC 
netxvork from Chicago's proniotioii- 
Miinded \\ LS, sell the name of Phillips 
to a ready-made audience of ruralites 
and city dwellers, while doing a broad 
selling job for- the Phillips 66 line, 
with the exce])tion of l^ee Tires, which 
are not sold bx all Phillips dealers. 

Hai'k-sto|i|iiiig this horizontal a|>- 
proach are the x erticallx -selling Phil- 
li|is selective o|)erations. These sell 
Philli|)s |)etroleun) products on 22 sta- 
tions X ia |irogranis which range from 
classical nmsic to hillbilly talent, and 
from newscasts to sportscasts. ( Phil- 
li|)» floes use s|)ot announcement.T to 

I /'lease liiiii to jiaiie 'M 1 





KMBC KFRM 



HEARTi#BEATS 

j/^WTn tAe fU ^t of ^ tnen^c ct. 

Erie Smith Sets New Record As He 
Begins Second Decade For Phillips 

F.i le .Smith. maiinKiiitf news ()ii-prt<ir. hit a now, alMime 
r«ror»l at KMfiC rc-cenlly when he eiit.ere.1 his scxond dec- 
adi of in-«'seastiiig for Phillipi Pc(n>leiirr! < ompan.v. Hi-s 




•lewscaster Erie Smith builds Phillips' business in Midwest 
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Phillips executives award Sablna Ann Godfredson a $1003 scholarship on "Talent Parade" over WCCO 
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waiting to go on 



The Galesbnrg 



Keen interest -and apprehension mark offstage audience 
as the time nears for these teenagers to do their stuff 




Sweaters and plaids sell like mad 

via Youth Center talent show 



on the air 



The big moment these young men ha 
amateur performers is in best traditions 



O'I'lie j)rol)loin thai furrowed 
llip iiorinally placid brow of 
manager Hi-rt Kieiler of 
Stern aiirl Field, nicn's s|}Pfia]t)' shop, 
had creased the hrowsi of many an im- 
])resario hcfoie hiin. He merely want- 
ed to hit upon a wa\ to reach and sell 
teenagers in ])rofital)ln iiundters. He 
also nurtured the hard-hcadrd dream 
of iiiuking his shop the style leader of 
the 8,111 private homes and 33.000 
i'ouls of Galesburg, Illinois. 

What was the illusive hut vital twist 
his adverti.sing didn't have? The kids 
themseUes gave him the answer. They 
talked, laughed, played, sang, danced 
and talked some more their enthusi- 
asm for Stern and Field fashions. They 
do it every Wednesday night for a half 
hour '■tuning at ."i:00 o'clock on sta- 
tion WGIL Galeshnrg's 250 wall, in- 



de])en(lenl cominunit) station. It's 
100' f their own show. They call it 
Teen Toicn Talent. 

The key that Mr. Kieller claims is 
now the open-sesaine to Galeshurg teen- 
age youth and their ])ockelbooks (and 
their parents') is ])artly Connnunity- 
forged. The kids write, direct, and 
|)roduce the show that rocketed Stern 
and Field into the limelight and kee])s 
it there. WGIL program manager 
Larry Edwards lends tliem technical 
su))ervision. liut it is the community 
service tie-in that gives this ))roj(»cl an 
unbeatable tie-in with community 
hearts and heads. 

It makes for virtually unlimited pro- 
motional o))portunilies. The show has 
established, on a profitable footing, a 
new department in Ir^s than three 
months that it ordinarilv takes two 



vears to put on a firm l)asis. 

It has introduced new teenage st\les 
from scrat«-h to a money -making vol- 
ume. It has put Stern and Field on 
lips for 30 miles around as llie place 
to shop in Galesburg. And just let the 
parent of a Teen Town Talent fan sug- 
gest that Le\is from a Stern and Field 
competitor are just as smart! 

The radio program is a natural sales- 
man from the opening announcement, 
and it's all ])art of the fun and attrac- 
tion for teenagers Cand ])areiits. tool, 
lint it's more than fun. more than an 
amazing sales tool for Stern and Field, 
it is a Galesburg connnunity project, 
which got under way last S|)ring. 

Leading citizens of the city were 
concerned with where and how their 
\outhfnl sons and daughters were 
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■ waited so eagerly has arrived. Rivalry between 
show business: Intense, professional, sportsmanlile. 

spending their leisure time. The end 
result ot tHeir deliberation with inter- 
ested groups of parents, educators, and 
others was creation of a Youth Center. 
It became a part of the local Commu- 
nity Chest. The Youth Center com- 
prised facilities and a program of con- 
structive activities. It is open to all 
teenage boys and girls. 

Robert W. Frudeger, who knows 
that good citizenship happens to be 
good business as well, huddled with 
backers of tlie Center ant! came up 
with an idea for an all-)outh variety 
program. The kids themselves were 
jubilant over the idea of producing 
their own show, and promptly formed 
themselves into committees to take re- 
sponsibility for various phases of the 
(Please luni lo page .58) 
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the payoff 



At the studio, show pays off In applause; at Stern and Field In hard 
cash as store and station executives prepare for run of customers 
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How Radio rates in TV homes 



In iVow York this siiiiiiiicr 

radio was preferred for music, news, sports; 

TV for coinedy-variety and drama 



Red Barber is typical of radio's le^d in sports 





Music has little visual but strong ear appeal 
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Th(> advertising man who's 
a dyed-in-lhe-wool TV en- 
thusiast is a hard man to talk to about 
radio. A«'ordin<; to him, it's just a 
matter of months, days perhaps, before 
radio has to fohl its tent and silently 
steal away into the lind)o of silent mov- 
ies. Like Mark Twain's comments on 
the reports of Mark Twain's death, 
such statements are, however, "highly 
exaggerated." 

A research report prepared by Rob- 
ert M. Hoffman, director of research 
at Mew York's WOR. throws a good 
(leal of light on whether or not AM 
radio is really holding its own in major 
TV areas. This report, titled Efject 
of Television on Specific Types of 
iXiffhltiine Radio Programs, is the se<-- 
ond in a series of such studies which 
WOH. with a heavy stake in radio lis- 
tening, has made as a guide to the pos- 
sible effects of WOH-TV on the AM 
parent. Briefly, the survey, when cor- 
related with other research findings, 
gives a strong indication that radio, 
although finding the going tough in 
some cases against TV. is still doing 
all right for itself. 

The survey was made by WOK in 
the New York City area, basing its 
figures on the I'ulse reports for June. 
1949. At that time, there were an esti- 
mated f)30.(K)() T\' sets in the New 
^ ork area, and many AM broadcasters 
felt increasingly that a good deal of 
the evening radio listening audience 
was deserting to the visual medium. 
W'OU's research departm(*nt decided 
that the effect of TV on certain spe<-ific 
types of radio programing could best 
be measured by comparing the listen- 
ing done to each type in radio homes 
and T\' homes. ( Information on T\' 
homes came from June Telepulse and 
non-T\ homes from a spe<-ial tabnla- 



tion by Pulse which eliminated TV 
homes from the June Pulse station- 
audience reports.) 

Radio vs. TV listening was analyzed 
in the period of 6-11 jj.m., since day- 
time TV has not as yet made a serious 
dent even in New York. This time pe- 
riod was subdivided again into a 6-8 
p.m. period and an 8-11 p.m. period, 
due to basic differences in listening 
habits, audience, and programing be- 
fore and after 8:00 j).m. Sunday pro- 
graming and listening was a special 
case, because of the similarity of the 
Sunday structure between 6-8 p.m. and 
8-11 p.m. during the rest of the week. 
Sunday's 6-8 p.m. programs were thus 
included in the 8-11 p.m. classification. 

All the New York TV stations — 
WCBS-TV, WNBT, \^^JZ-TV, WABD, 
and WPIX — and nine AM stations — 
WOR, WCBS, WNBC, WJZ, WNEW. 
WMCA, WINS, \mGM, and WQXR 
were included in the survey. Not in- 
cluded were such New York indepen- 
dents, who do a good job in special 
local, language, or F,M fields, as WOV. 
WLIB. WHOM. WNBX. WEYD. 
WWRL. WFDR. etc. 

In presenting the findings of its sur- 
vey. WOK pointed out that radio-TV 
competition factors true of New York 
City were not necessarily true of the 
country at large. This is very much 
the case. According to the A. C. Niel- 
sen Company's latest figures, there are 
39,2J{0.0()() radio homes in the U. S. 
(based on BMB). There are 2.2.50.000 
rV-equipped homes (based on find- 
ings of NBC Research}. This means, 
since the amount of TV-onK homes is 
niicros<opic. that the T\'-e<]uipj)ed 
homes represent about 5.62'~(' of the 
radio homes in the<-ountry. In metro- 
politan areas like New York, of course, 
the TV-radio ratio figures in a city- 
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by-city check run higher, since TV is 
still largely concentrated in big mar- 
kets. Again, according to A. C. Niel- 
sen, radio listening, off sonieuliat in 
big cities, is growing in medium-size 
cities. A four-month average study of 
early 1949 vs. early in medium 

cities shows listening up 4T . A simi- 
lar study in rural areas by Nielsen 
shows that radio listening is u|) 2'<. 
A check of the total ratings by Niel.sen, 
Hooper, et al, for the months so far 
expired in 1949, as against the same 
period of 1948, will show that the av- 
erage evening network program rat- 
ing, even allowing for any major-mar- 
ket losses, was just about as high in 
1949 as it was in 194.'!. 

WOli's Research staff examined all 
the radio programs aired by the nine 
AM stations listed earlier, and classi- 
fied them by tvpe. Xext, a general 
comparison was made between the |)er- 
centage of radio listeners tuned to each 
program type in TV homes (actualK, 
thev are radio-TV homes) as against 
radio listeners in radio homes. The 
reasoning: (1) Whenever the radio au- 
dience for a particular program type 
was greater in radio-T\' homes than 
in radio-only homes, that particular 
type of show had above-average ap- 
peal. (2) Whenever the share in TV 
homes was be'ow the figure for radio- 
only homes, that tvpe of show bad be- 
low-average appeal. 

In measuring radio listening on this 
basis, WOR invented what it calls the 
"Program Durabilit\ Index." For a 
given program tvpe, this is the share 
of the radio audience in TV homes di- 
vided b) the share of the radio audi- 
ence in radio homes, niulti|)lied (to 
give an index number) bv 100. 

To give a typical example of how 
this worked out in practice, in the f)-f) 
p.m. time jieriod, 7.7'. of the radio 
listeners in TV homes were tuned to 
classical music. (A good deal of this 
listening was accounted for bv those 
tuned-in around dinnertime to \\ QXK. 
which wisely schedules light classics 
for just this ])urposel. At the same 
time, listening to classical music from 
6-8 p.m. in radio-only homes account- 
ed for 3.9^ of the audience. The 
"Program Durability Index" of classi- 
cal music in the 6-8 p.m. time slot 
across-the-board is thus 194.9, a 
healthy showing against TV. All mu- 
sic-show types (classical, concert and 
familiar, popular, variety) in this time 
slot showed u|) with a com|)osite index 
of 99.9. this taste being somewhat the 



result of tlie socio-e<'onomic factors of 
TV ownershij). 

In tlie early -evening hours, several 
other |>rogram types did well tor them- 
selves. News and s])orts had a com- 
posite index of 104.5, with sports com- 
mentators drawing the highest index in 
the group, a 126.8. Drama also stacked 
up well agaittst TV^ competition in the 
before-8 p.m. hours, drawing a com- 
posite index of 109.1, with adventure 
dramas holding top honors with a 
111.4 (due princi|)all\ to well-tstab- 
lisbed habit.-; of listening to such early- 
ex ening dramatic shows as Lone Rang- 
r). Counlerspr. etc.). \ arious '"talks" 



jirograins. usually of tlie round-table 
t\pe or |>o!i ical s])eeches, did not fare 
as well as TV, but since, like music 
-shows, motion anil visual action arc 
secondary, they drew an 86.6. Hard- 
est hit was comedy, both the variety 
brand and the situation-comedy lirand. 
in the before-8 p.m. hours, which drew 
a 72.7. 

lo review, such program ty|)es as 
classical mu.sic. s|)orts commenta'.ors. 
roiii'ert and familiar niu.sic, and most 
dramatic shows held up best against 
TV coin|>etition in the New- York area. 
Comedy, straight news<-asts, aiul varie- 
i Please In in lo page 36) 



Video drama, such as CBS' "Suspense," tells story In two dimensions, as against radio's one 





Olsen & Johnson brand of comedy-vdnety hds d high visudl ddvdntdqe over sfmildr rddio shows 
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Horace Heidt gives young amafeurs an opporfunlfy SfaaH Cotsworth, "Crime Photographer," gets a lead from barlceep 



Ralph Edwards offers facts 



Millions more 
i;all for Philip Morris 



With 87,000,000 a year broadcast budget 
PM sets sales increase pace for Big 5 
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PM adverfising pushes ahead of sales. (Chart from "Fortune.") 
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^■■■n The pamphlet report to the 
"'"Ifi'lll 16,12:i stockholders of 
I'hilij) Morris & Co.. Ltd., for the fiscal 
year ended 31 March 1949, featured a 
douhle-spread on the conipan\'s ad- 
vertishi<r. 

Four of five pictures portrajed 
broadcast advertising: the Horace 
Heidt Youth Opportunity Program, 
now on CBS; Ralph Edwards' This Is 
Your Life, on \BC; Previeic, with 
Tex McCrary and Jin.x Faikenherg, 
which last month was replaced, on 
CHS-TV. with Allen Funt's Candid 
Camera, and a grocer participant on 
a Philij) Morris show. 

The fifth was a reproduction of a 
newspaper ad on the '"no cigarette 
hangover" theme, which for two years 
has dominated — with "Johnny" the 
hellhojJ. of course, and his "call for 
Feelip Maww-riss!" — the company's 
advertising for its leading cigarette 
hrand. 

Alfred f^nianuel Lyon, hoard chair- 
man, told stockholders that, from the 
year liefore, sales had risen 7.4 bil- 
lion unit.s, or 29^^, to a total of 33.1 
billion. In dollars this meant an in- 
crease from 8171.000,000 to 8228,000,- 
000. ^Meanwhile, net earnings had 
doubled from 86,035,278 to 812,498,- 
0.58. 

Although Philip Morris still was a 
far fourth among cigarette brands, 
with less than lO'^J of the total, as 
coni|)ared with about 27*"^ each for 
Lucky Strike and Camel and about 
22' f for Che^terfield. its rate of gain 
was nearly three times as fast a,« the 
industry as a whole. 

(The Department of Agriculture has 
estimated 1'. S. cigarette production 
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if her life fo an Irish poetess Walter Klernan broadcasts "One Man's Opinion" five days a week "Ladles Be Seated" strikes some responsive female chords 



for the year eiided 30 June at 390 
l>illioii units, or 11' f more than the 
previous year.) 

And in contrast with its own situa- 
tion three years ago, the news which 
Chairman Lyon brought was especial- 
ly cheerful: Philip Morris had pulled 
out of a bad slump. 

While its four major competitors — 
American Tobacco (Lucky Strike), R. 
.1. Reynolds (Camel), Liggett & Myers 
(Chesterfield), and P. Lorillard (Old 
Gold) — were lifting their combined 
sales from S1,419.19S,00Q in 1944 to 
$1,514,167,000 in 1945 to $1,965,829,- 
000 in 1946 to $2,169,<S16,0()() in 1947, 
the steady Philip Morris gain since 
1933 had come to an abrupt halt. 

After reaching an all-time peak of 
.$185,299,000 in 1944, PM sales drop- 
ped to §178,686,000 in 1945, and then 
to $170,906,000 in 1946. In 1947, 
when combined sales of the other four 
were climbing more than $2()().()00,- 
000, the PM volume moved up only 
$352,000. to $171,2.5i!.00(). 

For 20 years before World War II. 
cigarette smokers — now representing 
about two-thirds of all the men ami 
one third of all the women in the coun- 
try — had developed definite brand 
loyalties. Virtually every smoker 
bought pre-determined brands. Mass 
advertising was responsible. The 
600,000 dealers — including tobacco, 
grocery, drug, department-store, and 
other types of outlets — merely supplied 
what consumers wanted. They did not 
have to sell. 

But with the war, manufacturers 
found their tobacco-leaf supplies re- 
stricted by govermnent allocations, 
based on the percentage of the crop 
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which they purchased in 1939-41. This 
worked a S|)ecial hardship on Philip 
Morris, which had had the largest war- 
time gain of aTiy cigarette brand. It 
worked in favor of smaller manufac- 
turers, who took advantage of the situ- 
ation to introditce, or reintroduce, 
"war babies." 

The situation wa^ further compli- 
cated, for the major brands, by the 
facts that the armed forces had taken 
a high proportion of their total out- 
put, and that, during the war, the use 
of foil and cellophane for retaining 
moisture in cigarette packages was 
banned. 

Civilians were glad to get any brand 
the) could, in ain old package. 

Right after V-J Day, as Fortune 
pointed out in its October 1949 issue, 
Philip Morris ])r(Keede(l to make sev- 
eral mistakes: 

1. It took dealers oil allocation be- 
fore its plants could reconvert to foil 
and cellophane for packaging. 

2. At the same time it accepted 
"fantastically unrealistic dealer orders 
and full-blast production of paper- 
packaged cigarettes." (The trade was 
buying far beyond consumer demand 
in anticipation of an OPA increase in 
manufacturers' prices.) 

3. Seeking new leaf sources, PM 
placed the high bid for Axton-Ki.sher's 
plants and inventories, and sought to 
(loat preferred stock and debentures 
to finance the purchase. On 28 Jaim- 
ary, 1946. sul)scrii)tions had been re- 
ceived for 95.6*; of the $14,600,000 
preferred olferiiig, when Wall Street 
discovered that for the last five months 
of that fiscal year, PM earnings would 

i Please turn to ]>age 55) 




Postwar Growth of Media 

(Increases Between Jan. 1946 and 1949) 



Radio 



Newspapers 

all daily 

Magazines 
4 weekly * 

Newspapers 

plus 4 Weekly 
Magazines 



5,283,000 
Famflies 




-i-3,901,000 
Daily Circulation 




-1-1,537,000 
Weekly Circulation 



•1-5,438,000 



t VI * Uf*^ f o(t, Col!i«r» and Look 



More power! 



.>lore sets 



more listening*' 



moro brand acceptance 

build broadcast advcrtisini*' value 



Preferred Medium for 
National Advertising Campaign 



Percent 



Percent 



Percent 



I 




Radio Nawi. Mogi. 

Grocers 



Radio Newi. Mogi. 

Oruaaists 



Radio News. Mags. 

Gas Dealers 



Tlie >ireiigtli, size, and popiilaril) 
of radio are still growing. More peo- 
])le are .spending more time listen'ng 
to A.M radio than ever hefore. The 
stati.stics of radio's po|)ularity are sign- 
posts to advertisers entering a new 
era of lough competitive selling. Ra- 
dio's |)re-eminent position with the 
pul)lic is one of the reasons its circu- 
lation costs are lower, its penetrative 
power higher than at any time in its 
historj . The public's phenomenal loy- 
alt\ and fa\<)r slill enahle the broad- 
cast me<lium, in a period of gen3rall\ 
rising costs, to offer advertisers more 
for their irioney than ever before. 

The charts acconijjari) ing this stor) 
.<liow how the post-war growth in radio 
families has far ()utstri])|)ed the circu- 
lation growth of printed media. There 
were in round numbers in 1948 41.- 
(mmO U. S. families. From 1946 
through 194fi they purchased 44,000,- 
000 radios — more than the combined 
|)urchases of toasters, washing ma- 
chines, refrigerators, and vacuum 
cleaners. This despite the post-war 
boom in a])pliance (other than radio I 
sales. The breakdown looks like this 
( in millions) : 

Tmstp s 12.1 

Wasliing Mucliine^ 11.1 

liefn'eerntorK 10.0 

Va uuin Cleaners 9.6 

Tot:il 42. P 

The increase in radio families since 
1946 (about 5,000,000), when com- 
bined wi'h the e.xtra time spent listen- 
ing by families generally, g've this 
picture of how home-hours of listening 
have jumped : 

1943 — 129.OOO.OO0 
194 6 — 15S.000.000 
) 949 — 198,000,000 

These figures, compiled b) the Niel- 
.sen Hadio Index for January-March 
periods, show a listening up-curve of 
over the last six years. 

In a test market stu'Jy conducted in 
1948 by iJun and Bradstreet. dealers 
were asked: "In your opinion, which 
particular kind of national advertising 
has done the most to make your best 
selling trade-marked brands sell so 
well? " .Another (piestitni concerned 
their preference of media for a na- 
litnial campaign for produ<'ts they car- 
ried. Charts with this stor) give their 
answers. 

On an a\ erage (la\ in April. Psycho- 
logical Corporation. .New ^ ork inves- 
tigators ill a surve\ for \IH^ and CBS. 
found in Springfield, Mass.. and Des 
Moines. Iowa, that 8.i'r of the adult> 
lisleii-d to the radio fur an average of 




four hours aiirl tliirty minutes each, 
including Usteiiiiig outsich- the home. 
The same per eent read some (hiil\ 
paper. But the amount of time tlius 
.<peiit a\eraged only 58 minutes per 
reader. Onh 259? of tlie citizens 
fhased on the sam|)le) said tliey read 
any magazine at all on an average day. 
Those who did read magazines read 
them an average of one hour and four 
minutes. An acet)nipaiiying chart il- 
lustra!es this graphically. If we pro- 
ject these figures, as an indicatit)n, for 
the country as a whole the affect is 
startling. Translated in't) man-hours 
of listening, it U)oks like this: 

Rnrtio 37:i,0()0,On() 

Newspapers "ii.OOo.OdO 

.MaS.izines 2li.00(l.00n 

Using both C. K. Hot)per and A. C. 
Vielsen figures as a hase, either oi the 
two senior netwt)rks (CBS and NBC) 
alone can demonstrate listening to prt)- 
grams broadcast by themselves and 
their afliiiales far exceeding the total 
of either newspaper nr magazine read- 
ership as illustrated in the a«:conipain- 
ing chart. 

Both network and Iwal radio give 
away countless bonus audiences not 
measured by an)- regular service. Re- 
sults of special surveys in large metro- 
politan centers were published in 
SPONSOR for last May and August. The 
Psychological Corporation surve)ed 
this plus audience in Des Moines- 
Springfield study already referred to. 
\mong peo[)le who listened to the ra- 
dio the day before they were ques- 
tioned, 51% said they listened inside 
the home. Twenty-three percent said 
they listened both inside and outside 
the home. Five percent said they lis- 
tened outside only. 

The average daily listening time of 
all the people interviewed was 196 min- 
utes. This includes those who did not 
listen at all. Of the 196 minutes each 
person listened, 27 minutes were spetit 
listening outside the home. This means 
that 14'/ of all listening was outside 
the home. A little less than a third of 
all the people interviewed said the\ 
(lid some listening outside their home 
on an average da) . 

Where is this outside listening done? 
The pe<)|)le interviewed gave the fol- 
lowing breakdown on where they spent 
lout of a total of 196 1 9,'? listening- 
minutes out of the home: 

I'ulilic plai-PK .. 14 luiiiuti's ( la'r ) 

other homes 22 luiiiutes (2 I'/, ) 

.Viitns 27 minutes (lH'/i ) 

At work SO minutes (;i2'/r > 

This |>o|)ularit\ at home and a\\a\ 




from home agrees clearly with Fortune 
magazine's sur\ey published last 
March. Both men and women named 
radio their favorite leisure time ac- 
tivity. Men favored it .51% to 1.t'< 
for reading magazines. Women fa- 
vored it 54''f to 19' r for magazines. 
Seventy per cent of people in For- 
tune's survey said they were listening 
as mu<b or more than they did a few 
years ago. Thir, agrees with both 
H(>o[>er and \ielsen that peo|)le are 
listening more today than they did 
three years ago. 

It is obviously inevitable that tele- 
vision will reduce radio listening in 
the homes where it is installed. Never- 
theless, total advertising opportunities 
are substantiallv increased with the 



advent of television. What happens is 
shown by Nielsen figures on evening 
listening fwhen television is strong- 
est I : 

Knurs jier Kveuiiit; 
lleforeTV AfteTV 

Radio l.fi.'i .15 

Televisiou 3.22 

Total 1.65 3.67 

W hile radio listening dropi)ed olf an 
hour and a half in radio-television 
homes, total time of listt^ning and 
viewing increased bv two hours. 

Last August, a monih of tradition- 
all) low listening, radio held {>{{.5'i 
of the national audience during peri- 
ods of top television programing, as 
shown b) Hooper figuns. Hooper 
data shows a drop in audience rat- 
(Plt'OiC turn to page 35) 



Medium Which Helped Most 
to Make Brands Best Sellers 



Percent 



Percent 



Percent 




Radio Mag*- N«wt. 



Radio Mag>. Nawf. 



Radio Mas*. N«wt. 




Home economist Wllla Monroe cooks wifh gds for her Housewives Listeners love Maurice "Hot Rod" Hurlburt, and he loves those letters! 



The tootten 15,000,000 



PART TWO ^^***^**^ advertisers profit from I\o^'ro-I)caiiic(i programs. 

iiiit few national advertisers have joined them 



OF A 2 PART STORY 




If natioual atKcrtisers gen- 
erally tend to ignore tlie j)o- 
tentially lui rative SIO.OUO,- 
000,000 market represented liy Ameri- 
ca's 15,000,000 Negroes, either through 
ignorance or temerity or l)oth. the 
same cannot said of advertisers and 
radio stations at tlie local-retail level. 
While to]) sponsors and tlieir agencies 
continue to overlook the tremendou' 
hut under-developed l)uying ])ower of 
today's colored segment of tlie po])ula- 
tion in this country, local stations in 
rapidly increasing numbers are break- 
ing into the ^cgro market with pro- 
graming directly beamed at Ncgroes- 
aud local advertisers, noting the grow- 
ing Negro li.^tening audiences these 
stations are developing, are jumping 
on the hand wagon with gratifying re- 
sults. 

The radio division of Interstate 
United Xewspajiers. Inc., alone repre- 
sents 22 effective independent .-tations 



which aim programs at an identifiahle 
colored audience. These outlets are 
not limited to any one section of the 
country; they cover the larger cities in 
the East, South, Midwest, and along 
the Pacific Coast. And there are nianv 
other small stations which, without 
benefit of a national rejirescntativc. 
are successfully programing to \e- 
groe.s and selling additional time there- 
by. 

The swing toward planning \egro 
jirograins for \egro consumption has 
been particularly ajiparcnt in the 
South. Whether that's paradoxical or 
nonual dp])ends U])on one's prejudicial 
01 financial feeling. While it would 
seem that stations owned or o|)erated 
liy whites would shv awa\ from ap- 
pealing to \egroes in that part of the 
<<)untry where racial discrimination 
reaches its highest peak. ne\ erlhele,-^s 
from the business point of view the 
South, with it? great concentration of 



Negroes, offers a vast potential for 
stations and advertisers who feel that 
they're in business to make money and 
not for laugh.*. 

The Memphis market is typical of 
what is hap|jening throughout not only 
the Southern states but the rest of the 
country as well. A year ago it was 
almost impossible for a .N'egro. how- 
ever affluent or anxious, to buy. beg. 
or beguile time on a local station in 
'lennes.see. ^Negro accounts, as well as 
Negro listening interest, just weren't 
considered. It was figured that the 
Negro advertising dollar and the Ne- 
gro buying dollar were not worth 
bothering w ith. 

Tlieii something happened. E. R. 
(Bert) Ferguson and John H. Pepper, 
two y outhful Southern while men who 
own .Mem|)his' WDIA. faced with 
tough competition locally, got to think- 
ing. They got to thinking about such 
facts as N'egro buving of radios — and 
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Bd kin Q ixes 






29.00% 


Oleomargarine 




31.20% 


Cold Cereals 






40.03 


Peanut Butter 




41.25 


Cooked Cereals 






63.43 


Pudding and Pie Filling 




31.71 


Instant Coffee 






19.67 


Salad Dressing 




45.51 


Regular Coffeo 






29.82 


Shortening 




43.32 


All-Piirnn^A Pour 






59.21 


Spaghetti & Macaroni 




65.29 


Frozen Food 






13.10 


Laundry Bar Soap 




65.81 
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42.90 


Gelatin Desserts 
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loilet Oar boap 




44.40 


Lard 






86.54 


Tea 




28.04 


Mayonnaise 






43.19 


Vegetable Juices 




28.73 


Canned Meat 






41 .55 


Waxes and Polishes 




46.58 


Canned Milk 






63.54 
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DcodoTdnfs 






57.23% 


Ro2or Blades 




27.48% 


Facial Cream 






53.51 


Shampoo 




20.10 


Face Powder 






54.27 


Shave Cream 




20.71 


Hand Lotion 






51.13 


Tooth Powder 




42.00 


Laxatives 






50.54 


Tooth Powder or Liquid 




52.74 


Lipsticks 






30.05 









l)uying of thiiig.s ineiitioned on the air. 
They got to wondering about how Ne- 
groes would feel if they could have 
some local station which would he 
iheir station — a station which still 
would attract white listeners, but which 
also would make it publicly clear that 
Colored accounts and listening interest 



were welcomed and expected. 

Ferguson and Pepper stopped think- 
ing and wondering and decided to act. 
They started with the hiring of the 
mid-Soutb's first "Negro disk jockev. 
Nat 13. Williams, whose job it was to 
pio\ide aecejjtable entertainment from 
a Negro angle for tlie 4ol.0()0 Negroes 



in W'DIA's primary area. In the short 
space of nine mouths. Williams' Tan 
Town Jamboree now boasts about a 
do/en partici|)ating s])onsors. 

WDIA's ide^i of appealing to Ne- 
gro ta.-.tes doesn't stop at pop and race 
recording.s played i)y a Negro d.j. 
Williams, an instructor in English at 
Hooker T. Washington Negro high 
scliool in jMemj)bis. also ba*< cullural 
duties at the station. Kacb >unday 
morning he condwts the Universal 
Life Goodwill Hour, during which to|) 
Negro religious iiersonalities of Mem- 
phi* are interviewed: every Sunday 
aftermion Williams run« a half-hour 
forum di.scussion program, again with 
leading Negro figures a])]Maring and 
discu.=sing important events of the 
week. 

\\ DIA lia.s another Williams on its 
present roster of Negro talent— A. C. 
'■jMooliah" Williams, an in4itructor of 
music at Manaasas High School in 
Memphis. Saturday afternoons Wil- 
liams presents a ;-5()-minute WDIA 
show featuring a group of talented Ne- 
gro high scbo<d vocalists doing popu- 
lar and sj)iritual selections. 

There are several other colored per- 
sonalities with regularly-scheduled pro- 
grams on WDIA, prominent among 
them being W^illa Monroe, with her 
half-hour daily morning spot, The Tun 
{Please turn to pu^e 42) 



JACK THE BELLBOY (RIGHT) AND GUEST ARTISTS ARE INTEGRAL PART OF WEAS' VERSATILE PROGRAMING FOR NEGROES 




RTS. . .SPONSOR REPORTS... 



WGAC-MIVD 
LEADS 



till' 



SOUTH 



in 



RETAIL 
SALES! 



With Itc-tiiii Saios Ul* 
12% Over I»18. WfiAC- 
Lnnd is tho South*.*. 
So. 1 KtMtnomif Itri^'ht 
Spot! 



Tiiis l^ouciin}^ Soiitiiorn 
^larkot 

PLUS 

\\'(JAC-I^:iiMrs Larjjo Kiiral 

Aiicli.'iin 145.000 Radio 

lloiiK-'X — an- H<>l|>iii<; 

\ l> \ E K T I S E K S 

UFt'OUDS Oi\ 



WGAC 



.■>«0 lie. — AKC .».00« 

Watts 



AUGUSTA, GA. 

Av»'rv-Kin»ci»'l 



-continued from page 2- 

CKLW, 50,000 waffs, 
"invades" U.S.A. 

Relations between U.S. and Canada otherwise are 
peaceful but CKLW of Windsor-Detroit, Mutual 
affiliate, which has just moved up from 5,000 to 
50,000 watts, now claims to cover 198 counties in 
Michigan, Indiana, Ohio, Pennsylvania, and New 
York, plus 24 counties in Ontario. Population of 
primary and secondary areas is 18,809,420 and total 
retail sales more than $15,000,000,000. 

N. Y. FM homes exceed 
AM of some sfafes 

New York metropolitan area has more FM-equipped 
homes than there are AM-equipped homes in any one 
of 26 states. Pulse, Inc., has found. Some 520,000 
homes in NY area are FM-equipped. Nearly 42% of 
these sets were bought in 1948 and 21.1% bought in 
first half of 1949. 

BAB's seven people 
do full-size job 

With staff of only seven people and budget of only 
$125,000, BAB is doing effective job for broadcast 
industry. BAB's budget is only fraction of many 
individual radio, magazine or newspaper organiza- 
tions. Curtis Publishing alone, for example, 
spends about $4,000,000 annually in promotion. 
"New York Times" alone has 60 people in promotion 
and research. 

Kennecoff Copper 
sfarfs farm series 

Utah Copper division of big Kennecott Copper Corp. 
has started 52-week sponsorship of "This Business 
of Farming" over KSL, CBS affiliate in Salt Lake 
City, through Axelson Agency there, to stress link 
between two basic industries. 

Radio and airlines 
argue anfenna height 

NAB, Television Broadcasters Assn. , Air Transport 
Assn. , and Civil Aeronautics Authority have been 
granted leave by FCC to intervene in proceeding 
involving application of WOR, New York, for con- 
struction permit to increase height of antenna 
towers 228 feet above present 410 feet. WOR con- 
tends increase "will not menace aircraft in Newark 
Airport area. " 
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SPONSOR 



50,000 Watts! 

middle of the dial! 

at 800 kc. 



in 



DETROIT Am, 




Now You Qet even jVIOlR^E^ f^^ your money f on 



CKLW 



WITH A 17,000,000 POPULATION-AREA, AND COVERAGE IN 
5 STATES, CKLW, NOW WITH 50,000 WATT POWER, WILL 
SELL IMORE GOODS AT LESS COST TO IMORE PEOPLE! 



Guardian Building 
Detroit 26 



CKLW 



Adam J. Young, Jr., Inc. 
Nat'l Representative 



50,000 Watts Day and Night 



Mutual Broadcasting System 
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MORE POWER! 

(Continued from page 29) 

ings on half-hour evening jjrogranis 
from 9.18 in 1948 to 8.85 in 1949 
(figures obtained from summarizing 
Mid-Winter 1949 projectable ratings 
and compared with 1948). Overshad- 
owing this drop, however, is the in- 
crease in homes able to listen (increase 
in radio families estimated as 2,000,- 
000 in 1949 over 1948). The result is 
an average increase of 20,000 homes 
listening to evening sponsored network 
programs (from Mid- Winter 1948 to 
Mid-Winter 1949). 

While television creates a decline in 
radio listening in metropolitan areas, 
radio is getting stronger in Medium 
Cities and in Small-town, and rural 
and farm areas, which comprise an 
important share of the total market 
for most products. These markets, 
which are the most difficult to reach 
efficiently with advertising, are the 
very markets where the strength of 
radio advertising will remain at a high 
level for a long time to come. This 
trend is shown in the following figures 
from the Nielsen Radio Index: 

Homes I' sing Radio 

Jan. -Apr. Jan. -.Apr. 

1048 1949 

U- »• A 38.4 37 7 

Metropolitan areas 42.5 40.2 

Medium cities 3ti.l 37.2 

Small-town, rural, farm 34.0 34 8 

One must take a many-sided look be- 
fore the amazing popularity of Mr. 
and Mrs. America's favorite leisure 
time activity begins to take tangible 
shape. It is worth many looks, how- 
ever, for upon this steady appeal is 
based radio's power to deliver the ad- 
vertiser's message into more homes at 
a lower cost per home than any other 
media. The American Weekly in- 
creased its circulation over 800,000 
during the last three years to reach 
more than nine and a half million. 
Lije jacked up its total readers during 
the same period by over 600.000 to 
reach more than five and a quarter 
million. 

But calculations based on B.MB, 
Nielsen and U. S. Hooperatings all 
show that both the two senior networks 
in the same period each upper their 
circulations more than 5,000.000 fami- 
lies to reach a total considerably ex- 
ceeding thirty-six million. The three 
year gain of either of the senior webs 
practically equals the entire circula- 
tion of Lije magazine. 

A study by the research dei)artment 
of the American Broadcasting Com- 



pany based upon Nielsen data illus- 
trates the cumulative effect of a series 
of l)roadrasts in reaching an ever- 
widening circle of homes. The first 
illu.stration is based on a composite oi 
four evening programs (one from each 
of the four major networks), a pojju- 
lar comedian, a family situation com- 
edy, an adventure drama, and a com- 
mentator. One broadcast reaches 14,- 
728,125 listeners. Four broadcasts 
later the number who have heard the 
program once or more has reached the 
staggering total of 32,107,313. 

Radio by its very nature continues 
to reach netv listeners while attracting 



repeal listeners. This means intense 
coveragf" combined with maximum 
coverage — dynamic rather than static 
circulation. 

1 he preference of local retailers, as 
shown iu the charts on the first page 
of this story, for radio as an aid to 
moving goods is based upon their ex- 
perience witli it. This report has pre- 
sentt^d some of the facts whitth account 
for the results that make retailers vote 
for radio. 

Thixe is a steadily growing ten- 
dency for retailers to im rease iheir 
own advertising of national brands. 
This trend in the amount of advertis- 



THE SOUTH BEND MARKET MUST 
BE COVERED . . . AND ONLY 

WSBT COVERS IT! 



WSBT cnttipletely covers this market — and what 
a market! Its heart is South Bend and 
Mishawaka, two adjoining cities with a com- 
bined population of 157,000. The total 
population of the South Bend market is over 
half-a-million, while 1948 retail sales 
totaled more than ha\(-a-ii//ioii dollars! 

In addition to its complete coverage of the 
South Bend market, WSBT's primary area 
includes another million people who spent 911 
million dollars in retail purchases last year! 

The South Bend market is one of America's 
biggest and best. It must be covered! It 
is covered by one station — and only one. 
No other station, Chicago or elsewhere, 
even comes close. 











WSBT duplicates its entire 
schedule on Vl'SB^-F^\ —at 
no extra cost to advertisers. 




SOUTH BEND 




PAUL H. 



5000 WAITS • 960 KC • CBS 
RAYMER COMPANY • NATIONAL REPRESENTATIVE 
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iiig (lone I)) retailers is shown b\ the 
iNciisen Pootl Index Ser\ i<T for 33 ni;i- 
jor commodities: 

I!II2 (iiKlox liEuri) 100 

i;i44 (!" 

l>l\- , IDii 

t!l l!l (1st li in<i-. ) _ 1 17 

IVrliaps llip most signififiint fact in 
advprlising today is lliat while AI5C 
statcnicii's reveal a shrinking eiicnhi- 
tioii lor numerous nntional inngn/iii?s 
and met) opolilaii daih news|)a|)cr.5. 
radio's circulation is a continuous up- 
ward spiral. At the current rate of 
raJ'o listening per home. 1)) 1951 an 
estimated 34.y()0,()00 exclusive radio 
homes will represent 176,000,000 lis- 
tening hours per da\. Six million 
radio-television homes will re|)resent 
16.000.000 hours. * * * 



RADIO IN TV HOMES 

tCoininued jiom paf^e 2rt\ 

ty-musical shows bowed to r\'. hut not 
by wide margins. 

The later-evening hours showed a 
diilerent. and surprising picture. Most 
big-time '\'\ shows land soniewhere be- 
tween !! p.m. and 10 p.m., so the going 



When is a 

hillbilly 
not a 

local yokel? 




When he's a 



For w n r local talent 
is (IS pi in i liar n ith 
anil familiar to the 
hifl-leniinc as Saiili's. 



for A.M in New York was as tough as 
it is likely to be for some time. How- 
e\er. W'OK's study of the distribution 
of radio audiences b\ jirograin t)pc 
in the <M 1 |).m. hours shows up-grad- 
ing in certain |>r<)gram categories over 
the radio listening in tiie earl) evening. 

The "Program Durabilit) Index" of 
music shows, for instan< e, in the later 
iiours is a ll'l.ii. with classi<-al music 
lactuall) it represents onl) a total of 
less than 10' < of the radio audience in 
TV liomesi drawing a 198.2. Listening 
to newscasts, news <'(nnmental<)rs. and 
.-ports coininerrtalors was mixed, but 
radio sports e\ents (night baseball, 
boxina. racing and sn on, carried large- 
I) on x\ew Y ork's big inde|)endents like 
Vi'MCA. \V1\S. WMC.M) got an index 
of 217.7. showing that interest can out- 
pull \isual action in main cases. Dra- 
ma, since it was competing with FX 
drama which tells its stor) with two 
dinicnsions instead of one. fell oil to a 
7.T.6. Conied). on the other hand, 
bounced back from the early-e\ening 
low' to more tiian hold its own with a 
105.{>, due to such headline radio com- 
i<s as Hob Hope. Jack Henii). and My 
Friend lima. Ouiz |)rograms in radio 
did not do as well as their TV counter- 



ITEM: You'll see WHTS Chiiide 
Casey in the iiircoming movie, 
*"S<|iiiire Dance Jiilrilee""— liis 
second featiiied lole. 



parts, and drew a fair uij.~. A loose 
"miscellaneous*' grouping of shows 
such as Talent Scouls and Amateur 
Hour drew a better-than-average 109.}>. 

In brief, during the later-evening 
Iiours. the shows which did best in 
radio-'I \' homes were low-\ isual or 
personalit) shows like s|)orts events, 
classical mu^ic. concert and familiar 
music, most comedy shows, and talent 
shows. At the same lime. ra(b"o dra- 
matic shows, |)o|)ular and variety mu- 
sic. (]uiz shows, and audience particir 
patioii shows fall highly-visual cate- 
gories) were hardest hit i)\ TV. 

This is irol a representative situa- 
tion. Xew York Cil\ has soniethiirg 
like one-third of all the TV sets in the 
counlr) within il.s metro|)olitan area. 
New York has bad TV on a going s<-ale 
IcHiger than any other major market. 

There is one inescapable fact. In the 
market in wliicli it has its toughest 
com|)etition from TV, radio is in a 
\er\ health) state. The added FM au- 
dicMices, growing oul-of-home audi- 
ences in factories, cars, resorts, and the 
addition of extra radios in homes, not 
covered by the WOK study, make it 
harder for TV to cat<-h up to radio. 

* * ★ 




ITEM: \oii saw wHi 'h Fml Kirby 
in tlieiieu.-.reelsan(l newsi)apei# 
...riding his lioise in last Jan^ 
iiary s inaugural parade — by 
specia I in rital ion . 




PHILLIPS "66" 

iConliniu'd jroin page 21) 

sell Philgas, a bottled natural jias jirofi- 
iict, in some 1<! farm areas.) 

The programs that Phillips uses to- 
(lav are all the result of some careful 
hand-picking. Like Peter Paul, Inc., 
another successful user of the selet;- 
tive air, I'hiliips Petroleum prefers to 
l)u\ programs that are already well- 
established with diallers. But audieiue 
alone is not tlie thing that sells Phil- 
lips on the final ])urchase of a show. 

Phillips has found that local-station 
promotion of the shows Phillips spon- 
sors on a sele<-ti\e basis has an im- 
portant pay-ofT in sales, dealer enthusi- 
asm, increased ratings, and in higher 
rural interest in both the shows and 
the produ<-ts sold on them. 

The farmer is a big, important indi- 
vidual to Phillips. More than a third 
of the Phillips business is done with 
farmers. With farm incomes going 
ever-upward in the postwar years, air- 
selling to the farmer has proved to be 
a wise move for Phillips and one of 
the major reasons contributing to the 
oil firm's financial su<'<'ess. 



For over a decade, Phillips has been 
S|)onsoring the niglilly newscasts of 
Krie Smith on Kansas City'.-* KMBC. 
The K.MBC campiiign started in \9'.V), 
when K.MBC told Phillips it was will- 
ing to back Erie Smith with .>soine solid 
promotion. Soon, the Pbillij>s sched- 
ule was expanded from three times a 
week to six, although never changing 
from the 9:3l)-y:4.T p.m. time slot. 
KMBC whooped it up for Smith. The 
station promoted the newscaster in 
newspai)ers, car cards, and outdoor ad- 
vertising. Posters, amounting to many 
thousands in the past ten years, have 
been placed by KMBC in Phillips' 
service stations. In return. Phillips has 
promoted Smith and KMBC with some 
aggressive promotion of its own, and 
lias <'alled the attention of its dealers, 
friends, and conta<'ts to the fine job 
done by KMBC. With Smith as their 
star news performer, and with the high 
listening obtained by bis 9:30 news- 
casts, KMBC has been able to bnild up 
a reputation for riews<'astirig that is 
tops in Kansas City, as well as a staff 
of newsmen that is one of the best in- 
dependent station news staffs in the 
IJ. S. Promoting Phillips' newscasting 



has meant inr:reased jirestige and more 
bnsinesb for KMBC over the years. 

Similar situations have been created 
with the jjromolion given to other Pliib 
lijjs newscasters, such as Bruce Palmer. 
Phillips' man on Oklahoma City's 
WKY, Dic't (;i.d..n on Spokane's KHQ, 
and Cordon Gannnack, ace newsman 
on Des, Moines' KK\T. In almost 
every case when a station began laying 
the promotion on heavily, the ratings 
of tilt newscast (and the adjacent 
shows and station breaks) jumped, 
the .station's prestige went up, and t!ie 
results m<-ant more liK-al and national 
business for the station. 

lilt effects of promoting the talent 
shows which Pliillij)s sponsors. Talent 
Parade on WDAY, Fargo, and WCCO, 
Minneapolis (the name is a <-oin<-i- 
den<'e) are e\en more striking. In the 
<;a.<e of the former, \\ DAY has pro- 
moted its weekly 3()-ininute talent show 
for Phillips until it is a regional phe- 
nomena. The show now takes to the 
road as a two-hour stage presentation 
which tours the nearby towns around 
Fargo. For many, it is the first live 
entertaimnent they ha\eseeti. For oth- 
ers, it is the bis: social event of the sea- 




ITEM: Yoli can liciir the whole 
loimdtip of wirr talent for 30 
minutes each week on CHS* 
Carolina Calling — now in its 
4th year coast-to-coast. 




These aie only items taken 
at laiidoni. Tlir point is, 
of course, that wbt talent 
is a smart local l)ity for 
national spot adveriistus 
. . .as wht's fiist-hv-far 
Hoopers prove. (All week 
lon<:^. WHT leads the nearest 
compel il ion hy an averajie 
152.9'^!*) For a l.ig-tinie 
buy at small-time cost, ask 
tts or Radio Sales about 
ottr hi<r-lea<rite hillhillies. 

*f)oi. 19J8-Felj. 191.9 



WBT 



Jefferson Sldiidttnl 

llroddetistinp CJoinfMiny 

50.U<Hi \v;iM- • riiarlnrr''. N.C.. . l;..|>rfw«ntt<<l iiy Itailio Sales 




One sponsor wrifes: 

"In retrospect, going back over 
the various areas, it was rather 
startling to compare the tre- 
mendous success we have had 
in the Richmond area as com- 
pared to the pleasantly moder- 
ate cost of radio promotion on 
WRNL As you know, we have 
been using WRNL continuously 
now since last February — and 
to say that we are pleased with 
the results is putting it mildly. 
Actually, I don't know where 
radio coverage of the caliber 
that WRNL provides in Rich- 
mond can be bought for any- 
where near the type of money 
we have been spending." 



WHY NOT LET 
WRNL 
DO A SIMILAR JOB 
FOR YOU? 



5000 Watt ABC 
Affiliate 




UlRHL 

Richmond, Virginia 



EOWARO PETRT A CO.. INC.. 
NATIONAL aEPSESENTATIVES 



son. WDAV (like thr four-hour sho\\.s 
of the XalionaJ Barn Dance of WIS, 
30 iiiiinites of which is si)onsore(l b) 
rhillipf! I ( harge^ adiiiis.sioii to the 
^lio\\ . . and get- it gladly. Every 13 
week* or .*(>, the w iuncr-s of the Talent 
I'araJe are brought tf) Fargo, and are ' 
given a week's work on the station's 
sustaining shows (as well as S50), | 
(hiring whieh the winners are plugged 
heavil) on W'DAY as being "the win- 
ner of the l'hillij>s 66 Talent Parade." 
'\iniuall\. the winners go through elini- 
iiiatioti.s for a grand cash prize, as well 
as scholarships. The resulting news- 
paper i)ul)lieil\ is tremendous, and 
W'OAV jiroinoles it for all it'> worth. 

At W'CCO, Minneapolis I'hillips' 
other Talent I'arade air show is built 
around one of the I .S.'s outstanding 
local personalities, Cedric Adams. 
WCCO has a reputation for doing a 
to])-notch promotional job for its ad- 
vertisers, and for Phillij)s all the stops 
are pulled out. Cedric's weekly half- 
hour is a big drawing card, and when 
it goes on the road to nearby towns, at* 
the W'DAY show does, the halls are 
jatinned and the ratings go up. WCCO 
])ronioles the show in local newspapers, | 
in outdoor advertising, on the air. and 
hustles Adams around to talk to deal- 
ers and distributors in the area, who 
arc thoroughly sold on him. The pro- ] 
gram's angle is a little different from 
the WDAY operation, since the show 
at W'DAY often uses "guest star"' tal- 
ent from nightclubs to augment the 
local talent, and Cedri<' Adams makes : 
a point of using young taleait (18 i 
years or under) on his show. This 
leads for endless tie-ins with schools, 
clubs, and all sorts of high school and 
college promotions, which WCCO is 
(]uick to seize upon. Cedric Adams 
was. of course, a hot item in Minne- 
apolis before ihe Phillips show came 
along. Hut. the promotion that lias 
been given his talent show for Phillips 
has resulted in greater publicity for 
him and for the station, and has in- 
creased ihe value of Adams as a per- 
former lo the ;:^talion. This is typical 
of how selective station jjromotion has 
helped both client and broadcaster in 
the case of Phillips. 

The network promotion gi\en by 
AHC and WLS to the Phillip.* Saturday 
night broadcasts 1 9:00-9:30 p. m.) of 
Xational liarn Dance is equally good. 

f Please turn to pnge 41 i 



TON-SALEM 




How To Put A Client Out 
Of Business 

A WAIRadio client had sev- 
eral hundred surplus trousers 
to sell. One announcement 
over WAIRadio at 6:45 AM 
sold entire stock by 10:30 
AM. Advertising cost less 
than one ce nt per garment. 
With new, larger stock, this 
merchant is again using 
WAIRadio sales magic. 

National Rep: Avery-Knodel, Inc. 




NORTH CAROLINA 



SPARTANBURG-GREENVILLE 
^ MARKET! 



AIR rOUR tV4RE5 O^ER 



* 

Represented By: — ' 
John Blair & Company 
Harry E. Cummines 
Southeastern Representative 
RoRcr A. Shaffer 
Managing Director 
Guy VauRhan. Jr.. Sales Manager 



CBS Station For The 
Sportonburg-Gretntilh Aforkef 



5,000 Watts - 950 On Your Dial 

WSPA-AMand WSPA-FM Are Sold As' 
• A Single Service 




SPONSOR 



natianal €§dMyet*tiseM*s 




SVO^SmX s|><M*iiilizes in USE-VALUK 
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Mr. Sponsor asks... 



'Should olieiil sliare eosis, above coiiiiiiissioiis. 
for ajjoney iiroparatioii of a TV show?** 



Bernard 0. Holzinger 



Advertising and Sales Promotion 
Sylvania Electric Products 




Tlio 

Picked Panel 

answers 

l^r. Ilolxiii^er 



It seems to iiic 
that a com pit'tc 
a IIS w (• r to this 
(|n(-stioii must l)e 
divided into two 
parts: ( 1 ) if tlu 
sliow ill (|ue.-tioii 
i.- a package 
sliow |) rod need 
outside llie agen- 
cv. and (2) if 
tlie siiow is |)ro' 
dueed within the agency. In the first 
instance, it is the [)raftiee of oui' 
agencv. under normal «'in ums'ances. 
to operate on the aerepted l.T'-f com- 
mission. The service performed l)V 
our television de[)artiiienl is that of 
lending its ex|)erience. knowledge, and 
research. 

The show and time |inrchased. the 
service includes supervising ami con- 
sulting wi'.li the package producer and 
overseeing the production so .stand- 
ards are maintained. In addition, the 
telex ision department is responsihie 
for the e\e<'ulion of the client * com- 
mercials. However, if called upon to 
perform feats "ahove and heyond the 
call of dulv." the extra cost should l>e 
<>pen for discussion. 

In the sei'ond instance, if the agencv 
television (le|)artnient jjroduces the 
show, then all costs iiivoK ed, phis 15'( 
coiniiiissioii. should he home hj the 
client. The phrase "all costs" is. of 
cours<>, the important factor. These in- 



clude out-of-pwket expenses hy the 
ageiic). the allocation of lime involved 
by ke\ personnel working on actual 
preparation and production. 

We are all aware of tlie fact that it 
is diflicult to set np an exact figure in 
estimating a lelt vision hudgel. A con- 
tingency fund is indicated since tele- 
vision is growing so rapidly that it is 
virtually impossible to estimate even 
month-to-nionth costs in advance. 

(!lients who have been in television 
for some lime are aware of this situa- 
tion and have arrived at suitable finan- 
cial arrangements with tlieir agencies 
through trial and error. Howe\er. it 
is the duly of the agency to make it 
clear to pros|)ective clients that the 
costs are as yet miprediclablc : and it 
is during the planiriig discussion that 
an agenc\' must <'larify the ijuestion of 
financial res])oiisil>ilily. 

ViCTOit Skydel 
Director of Ra/lio, TV 
Anderson. Davis & I'latte 
\'ew York 



What's so spe- 
cial about adver- 
tising agencies? 
(clients art spend- 
ing 111 o n e y in 
telex ision to find 
out how to use 
this new tool 
networks are in- 



against a profit 
in the future- why snoiild agencies 
alone have their dav-to-da\- profits pro- 
tected? 

The client has a right to expect his 
ageiu\'s television department to be 
manned with loji-lliglit [lersonnel — and 
the payroll of the television de|)arlnieiil 
is no more a client s coneerii than the 




pavroll of the che<-king deparlmeiil. If 
a client's account, from an overall 
standpoint, isn't profitable, then resign 
the account or charge him a fee — hut 
don't |)ul the onus on \our television 
department. Instead, he grateful for 
every oppoilunily \our ageiu v has to 
accjnire more television know-how. It 
will pa) ofT. 

David G. Lvon 
Vice President 
Cecil & Prcshrey, Inc. 
Sew York 

We believe it ir- 
loo early to es- 
tal. lish a j)erma- 
neiit |)olicy on tel- 
evision cliarges. 
W'e have charsied 
oiil) t h e usual 
< oniniission to 
date, regardless 
of profit, in the 
belief that we 
should do the best possible job for our 
clients . . . and in the belief that ageii- 
< ies. at least to some extent, should 
share the development costs of tlie new 
medium with media and advertisers. 

It is enlirelv likel> that in the future 
growth and development of the niedi- 
uni. agencies may find it possible to 
conduct a sound and efllcieiit television 
opera'ion within the traditional coni- 
niission. If not, it is a fuiidaniental of 
American ecoiioiiu that no business 
can run at a loss, at least for very long 
— a fundamental that, if the problem 
becomes acute, we are sure will be 
recognized b) client? as well as l>\ 
agencies. 

Tiio.ma;; H. La.nk 
Vice President 
McCann-Erickson, Inc. 
i\eic York 
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PHILLIPS "66" 

(Continued from pa^e 'M\) 

Over 2,0()(),()()l) |)i'i)j)le liave paiil to sec 
tlie show since VX^Z. and both tlie 
originating station anil ABC keep up a ' 
running promotional broadside 
tlirongh AHC stations now that Phil- 
lips is sponsoring a portion of it. Afl- 
tional Barn Dance, with its good rat- 
ings, loyal audience, and continiioii.* 
j»roniolion, has done a good joh for 
Philli|)s. particularly in establishing 
the IMiillips 6f) name in new areas in 
which it is selling for the first time. 

Phillips' use of radio lias been grow- 
ing, as the firm itself has been grow- 
ing, since the oil firm first came to 
broadcast advertising in \ovember, 
1932, with a program called I'liillips 66 
Flyers, a Monday-Saturday 30-niinnle 
musical show which \vas fed to a small, 
.i-slation network in the .\Iid^vest for ' 
just 13 weeks. As Phillips, like other 
oil companies at that time, was pulling 
its way out of the depression sales low 
in 1933, it was sponsoring, for an 
eight-week run, a 6-station comedy- 
detective quarter-hour network show, 
Milligan and Mulligan, which featured 
an unknown >oung Chicago actor 
named Don Anieche. Later, Phillips 
was to sponsor, on some 20 stations in , 
its growing .Midwestern sales area, a 
weekly half-hour musical-variety show, i 
I'hillips Poly Follies, from Xovember, ' 
1936 to May, 1938. which was a fore- . 
runner of Phillips' sponsorship of Na- ' 
lional Barn Dance. The total lime 
bill ings for all the network shows s])on- 
-iored by Phillips between 1932 and 
193."> (when the oil firm switched to 
selective programing, returning to net- 
work broadcasting in March, 1949) 
amounted to a total of 8335,000, just 
a few thousand over the 531(),()()n 
that Phillips is currently sjieiidiiig. 

The continuous jiromotion by the 
stations that have carried Phillijis 
shows, something that Phillips has 
made virtually a prerequisite to clos- 
ing a deal for a |)rogram. has had a 
double pay-olT, It has given Phillips a 
real selling tool, which when added to 
the other media used and the sales 
drives of its own <lealers. jobbers, and 
distributors, has more than doubled 
the gross income and more than tripled 
the net income of the independent oil 
firm. It has also meant, so far as 
stations are concerned, that as Philli])s 
grows bigger, it spends more for 
broadcasting advertising. *** 




Variety Programming . . 

A PROFITABLE SPICE FOR SPONSORS 

Variety is spicing the listening life of WCFL's audiences, 
too. There's Notre Dame and Chicago Cardinals football 
. . . Marty Hogan with his sparkling show of melody and 
outstanding guest interviews ... a personality like Rush 
Hughes immediately following Don McNeill's famous 
Breakfast Club ... and evenings filled with Chicagoland's 
greatest fine music programming ... Chicago Symphony, 
Music Lovers Program, and others. 

Join the long list of WCFL's satisfied sponsors who are 
profiting two ways . . . first, from WCFL's audience-building 
variety-programming, and secondly, from WCFL's attrac- 
tive, budget-casing rates. Call or write WCFL or The Boil- 
ing Company for availabilities. 



WCFL 

50,000 watts • 1000 on the dial 

The Voice of Labor 
666 Lake Shore Drive-, Chicago, ill. 
Represented by' the Boiling Company, Inc. 
An ABC AfTiliate 
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We can't distribute your avoirdupois over your frame, but we can help 
distribute your product and build up your sales. In the sound and 
growing market of the Central South there are thousands of 
merchants with millions of loyal customers, who move merchandise 
when WSM supplies the buying impulse. 

This great area is a good cross-section of the USA— farms, towns, cities. 
And it becomes richer and more potent as a market every year. 

You can work it economically via WSM, where a 
staff of 200 is ready to produce network-quality 
shows, and to help point up your commercials 
for this exceptionally responsive audience. 
WSM delivers a package of power 
(50,000 watts, clear channel), audience 
(many millions), confidence (23 years in the 
building), trade cooperation (they know WSM 
moves goods), and network -quality 
shows (we've built many shows for the 
network for many years). 

Perhaps this is the answer to keeping your 
business on the road to the volume you 
ant. Worth looking into, anyhow. 




HARRY STONE, General Manager 
IRVING WMUGH, Com. Manager 
EDWARD PETRY & CO., Naf I Rep. 



50,000 WATTS 



CLEAR CHANNEL 



6S0 KILOCYCLES • NIC AFFILIATE 



NEGRO MARKET 

(Continued from ]mp,e '.^ \ ) 

Town II omemaker. Miss Monroe does 
interviews with women (mostly of her 
own race). re|)orts on Negro social 
and civic happenings in Memphis, and 
gives lionic-making hints to house- 
wi\es. 

That Fergu.-;(>n and Pepper took a 
step in the right direction by program- 
ing for Negroes without sacrificing 
their white audiences is pretty well 
demonstrated hy the result of a spe- 
cial C. E. Hooper report for the Mem- 
phis area. The study gave WDIA up 
to a.s liigli as f)9.7'^ share of audience 
during certain hours of the day. 

WUSN, in Charleston, S. C, has 
also gone in for a strong pitch to the 
colored segment of its area's total pop- 
ulation. With Negroes totaling better 
than 48'^ of all Charlestonians, 
WUSN has for more than a year been 
programing a show called The A 
Train, broken up into two parts (early 
morning and late evening) Monday 
through Saturday. Program material 
is compri.'*d of carefully selected re- 
cordings of iNegro orchestras and sing- 
ers, the disks being chosen by the 
manager of the largest record house in 
Charleston, and based on day-to-day 
colored purchase preferences. 

Tbrough an indei)endenl advertising 
agency (Hawkins, of North Charles- 
ton), WUSN conducted a house-to- 
house survey of colored listening hab- 
its in the metropolitan Charleston area 
during one week last June. 515 inter- 
views were conducted between 6:00 
and 11:00 p.m. by five Negro stu- 
dents selected from among the lop 
20^( of the senior class of a local high 
.ic-hool. The survey revealed some in- 
teresting data on a Southern Negro 
market typical of many others which 
are being ignored by national adver- 
tisers and developed by local sponsors. 

The WUSN-Hawkiiis study showed 
that 94.9*^ of Negro Charleston homes 
have radios, and that 63.6% have 
more than one radio, while only 33.7% 
have telephones. (The latter indicates 
the dillicultv of making coincidental 
telephone surveys in most Negro lo- 
calities, with the result that tiniebuycrs 
in New York. Chicago, and Coast 
agencies are generally unaware of the 
liuge Negro radio audience, the size 
(I'lease turn to page 44) 
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NATIONAL RADIO WEEK- 

0 . ^^/^2r^i*^ 




Radio is today's greatest 
medium of entertainment . . . 
for all members of the family. 
Never before has such a 
variety of fine programs, 
such notable entertainers 
been available to you. 

Full enioyment of these 
programs, however, depends 
upon your having today's 
new radio with its extra fea- 
tures, its extra fine quality. 






Today's newest radios— AM- 
FM, consoles and table 
models, radio-phonograph 
combinations, and portables 
ill be on display through- 
Out National Radio Week . . . 
Your dealer cordially invites 
you to come in and see and 
hear them. 

Improved technical qualities 
and new beauty in designs, 
together with current modest 
prices, make today's new 
radios the best buys in the 
industry's history. 



a radio for every room— a radio for everyone— everywhere! 
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Hooper * 
Says: 



WSJS 
STAYS 
ON TOP! 



• Morning 

• Afternoon 

• Evening 

^Hooper Station Listening Index 
Winston-Salem, N. C. 
December, 1948 



No. 1 Market 

IN THE 
SOUTH'S No. 1 STATE 



• WINSTON-SALEM 

• GREENSBORO 

• HIGH POINT 



NEGRO MARKET 

Conliniu'd jroin pape 42 I 

)f wliich taii'l be deleriniiicd by sticli 

)li()iie surveys. I 

TliR Charleston sludj re\ealc*(l fur- 
ther that (lie averajie Xcgro fauiiK 
listens to its radio 7..'-51 hours cacli 
day. with licav) listoiiiiig preference 
during earl) -Hioriiin<r and late-nip;lit 
periods. I'r oj; r a ni i iij; preferences 
placed music. a.< hijiliest of spp<"ifi<'all\ 
L-liosen types of programs with 27't ; 
sports garnered ]~'4 ; all other pro- 
gram types lotalled 42"f . In t)pe-of- 
niusic preferences, the breakdown wa^ 
as follows: 

Musical jin-ffmii-i' I'crrpiHiUff 

Colored fclir.jfr-s iintl ort-In^tnis :t2';f 

l'opti!iir iiMistc 2ilVt 

Itelitfious iiitisi:* 209? 

C'liissirnl mt'sic U'/t 

•liMliiMy anil f<ilk music '-f/i 

Oil heing asked to |)ick their first, 
second, and tliird choice of Charleston 
stations, 196 of tlie Vegroes inter- 
\ iewed iiaiiied W'LSX first, as against 
% for the station's nearest competitor. 

W'RAS, Decatur, Ga., is still another 
^outlierii station to recognize the here- 
tofore uiitouclied Nesro market in its 



coverage area. Willi 191,000 Megroes 
in nearby metropolitan Atlanta out of 
a total local poj>ulalion of half-a-mil- 
lion. and with that colored segment 
having a recorded purchasing power 
of o\er '^0'/^ of the total retail sales 
volume for Atlanta of 8693,795,000 
for 1918, WTAS has contril)uted some 
notable '"firsts'" in reaching a local Ne- 
gro market. 

The station was the first to air all- 
Negro .vports e\eiils — full coverage of 
the Atlanta IJlack Crackers l)aseball 
games for the 1948 season; coverage 
of the Atlanta .\egro College football 
games during the past gridiron year. 
WT'AS also was first in making avail- 
able a \veel<l\ gratis hour during wliich 
\tiantas Negro churches l)roadca.st 
their services. It was the first radio 
htatioii in the U. S. to carry ffor o\er 
a year) a program from a colored 
\«)utli ('enter, with a resulting 38' f de- 
cline ill Negro juvenile delirxjuency in 
tl'.at territory. 

E. 1). Kivers. Jr., owner and ojiera- 
tor of WRAS. and the son of a former 
governor of Georgia, plans other sta- 
tion? ill the South which will operate 
{['lease turn to pape .53) 



We're Not But We Could Be Starry-Eyed 

About The Radio Job We're Doing/Cause. . . 





During the post 23 yeors 

•k we've won lots of friends 

•k eorned some heavy prestige 

■Ar enjoyed o wide sociol occeptonce 

•k ond we've done o good selling 

job for our odvertisers,too! 

All becouse we know how to progrom 
...ond hove the enthusiasm ond 
interest to follow through in detail. 

For complete dota on WIOD, 
coll our Rep... 

George P. Hollingbery Co. 



James M. LeCale, General Manager 

5,000 WAHS • 610 KC • 




»WSJS 

^ WINSTON-SALEM (J> 

THE JOURNAL-SENTINEL STATIONS 

NBC 

AFTILIATE 
l(«wr«««RtMl by 
HEADLEY-REED COMPANY 
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Only a 
combination 
of stations 
can cover 
Georgia's 
first three 
markets 




THE TRIO OFFERS 

ADVERTISERS 

AT ONE LOW COST; 

• Concentrated 
coverage 

• Merchandising 
assistance 

• Listener loyalty 
built by local 
programming 

• Dealer 
loyalties 

— in Georgia's 
first three 
markets 



Represented, individually and as a group, by 



Atlanta • Detroit • Kansas City • Los Angeles 
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YOUR TV AUDIENCE 
IS LIKE A BABY 



YOU'VE GOT TO NURSE IT TO BUILD IT! 



The time to build an audience is NOW . . . when viewing 
habits are being formed. Just putting your show on the 
air isn't enough! You've got to go aftei the audience . . . 
build a habit . . . hold the habit. 

LOOK HEAR — the TV column for program promotion — 
offers you the most effective, yet inexpensive, audience 
building plan available! LOOK HEAR appears regu- 
larly in the New York Daily News and New York Herald 
Tribune and is ready to go into 17 additional key televi- 
sion markets. 



And LOOK HEAR gives you the biggest PLUS ever 
offered an advertiser — the "TV Critics Club." Over 
1000 televiewers a week write to LOOK HEAR 
requesting membership in the Club. This loyal, 
merchandisahle group will grow and grow . . . 
and provide you with spontaneous audience re- 
actions to your shows. Club members receive 
more complete news about programs — your pro- 
grams — in the monthly "TV Critics Club News." 

More viewers mean more buyers! Let LOOK HEAR 
deliver its loyal following to your TV shows. It 
offers you . . . 

personal recommendation of your shows on the 
program log page . . . 

"large space" attention at "small ad" cost . . . 
valuable editorial sponsor identification . . . 
and the giant "TV Critics Club" PLUS! 

Week in . . . week out program promotion pays 
when you can do it the low-cost LOOK HEAR way! 



LOOK HEAR 




145 E. 53rd Street • New York 22 • PLaza 9-1530 



Publisher: Maxine Cooper • Sales R e p re sen ^a ti v e: Evan Mandel 



by 

MAXINE COOPER 



Hundreds of TV fans have joined the 
TV CRITICS CLUB! You too should 
belonp so your TV views count. Send 
your name and address to Look Hear, 
143 E. 53rd St., N. Y. 22. You'll net a 
MEMBERSHIP CARD . . . news about 
TICKETS to telecasts, and a SUB- 
SCRIPTION to the "TV Critics Club 
News" — all about TV stars and shows. 
It's all FREE! Join today! 

XX'asn't Milton Berle terrific last 
week! You'll see another lau.chcapade 
tonipht But first rune in — 

TELEPIX Newsreel 

W'PIX, Ch 11, Sun-Fri. 7:15 pm and 
Si.i;n-Off: If you're in the thick of any 
bi.n local news event today, there's a 
Qood chance you'll see yourself on 
TELEPIX Newsreel toni.qht. It's the 
pictorial review of the day's important 
happenings. Remember to see TELEPIX 
News nightly. It's another public service 
of Con Edison. 

Life of 
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SUNDAY 



November 1949 



MONDAY pm TUESDAY | WEDNESDAY 
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In Radio • 



WOW-TV is a complete 
television operation, first in 
its field — just as Radio Station 
WOW has been for 26 years. 

Staffed by 40 full-time employees 
— with four years of intensive 
television training behind them — 
and by 70 more AM- TV workers, 
WOW-TV is operating 40 to 50 hours 
a week. It is a basic NBC affiliate, with 
a schedule of NBC and national spot 
kineoscope, plus local commercial 
programming which is growing every day. 

WOW-TV locally produced telecasts have 
included every big major event in the Omaha 
Area in the past two months. Among them: 
University of Nebraska Football games, direct 
from Lincoln over a WOW-TV-owned micro- 
wave relay system (sponsored by General Electric 
Dealers); the AK-SAR-BEN Rodeo; "Little 
World Series" baseball; professional football; wres- 
tling; good dramatics; good variety; good musical 
shows; locally produced film news and special events. 

On October 7 there were 6,000-pIus TV sets in use in the 
WOW-TV service area (within 75 miles of 
Omaha). Sets in use are increasing at the rate of 400 a week. 



WOW-TV has the MARKET, the 
FACILITIES and the KNOW- 
HOW to do any kind of television 
production, at low cost to 
the advertiser. 

Let any John Blair man or 
WOW salesman tell you the 
complete WOW-TV story. 
It pays to buy on a rising 
market. 




WOW-TV 



CHANNEL SIX 



RADIO STATION WOW, Inc 



John J. Gillin, Jr., Pres. & Gen'l. Mgr., 

John Blair & Co., & John Blair T-V, Inc., Representatives. 
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tv trends 



Based upon the number of pragrams and 
onnouncemenls placed by sponsors on TV 
slolions ond indexed by Rorobough Report 
on Television Advertising, Business ploced 
during overogc month June 1948-Moy 1949 
is used OS bose in eoch division of report. 



Willi riidio-lelevisioii-appliaiice?, aiiloiiiolive iiiid loltacco still leading, 
iielwoik lelevi.>ioii Itiisine.'is ex|)aiide(l luoie rapidly in September, from 
August leveU. tluiii did national and regional .-elective and local retail 
TV. Jeu(dry contiiined to represent more tliaii one-fourth of "sselective" 
volume, followed l)y heer and wine, tobacco, and food. F{adio-TV-appli- 
aiiccs. maintained a >tr()iig lead in local retail TV. but automotive and 
food ;il>o were important. Tlie clothing classification on network TV is 
growing >tea(lily, and confectionery and -oft drinks are coming back. 
Department stores" use of local video tioiitimics small. Automotive is 
ex|)aii(ling slightly in "selective."" 



'TOTAL" AND TEN-CITY TRENDS 



BREAKDOWN OF TV BY BUSINESS CATEGORIES 






m 


NOV 


DEC 






1 




NETWORK 



257.8 2115.2 
175.4 J 




Gray area: total units of business 
lOOo/o average 12 months June'48-May '49 

^Black area: constant base 

'^of 10 cities, 15 stations 



NATIONAL t REGIONAL SELECTIVE 



185.6, 184.1 



202-8 205.1. 



Gray area: total units of business 
lOO'/o average 12 months June '48-May '49 

I Slack area: constant base 
of 10 cities, 19 stations 



LOCAL RnAIL 



262.2. 242.8 255.41 



276.9 




Gray area: total ualts of business 

100°/o average 12 months June '48-May '49 

I I ! 

I Black area: constant base 
of 10 cities, 19 stations 
I 1 I I 



CATEGORY 


JUNE 


JULY 


AUG 


SEPT 


OCT 






JAN 


FEB 


MAR APR 


MAY 


NETWORK 


Automotive 


U.6_ 


16.2 


9.0 


17.2 


















Food 


8.7 


11.0 


12.4 


13.4 


















Clothini 


0.6 


0.0 


.1 


3.7 


















Radio TV ft AppI 


26.2 


12.1 


31.7 


11.1 


















Soaps ft Toiletries 


14.6 


11.0 


12.0 


11.5 
















Tobacco 


15.3 


21.0 


22.7 


21.0 


















Misc 


4.2 


5.0 


4.1 


4.9 


















Beer ft Wine 


0.4 


0.5 


.5 


1.9 


















Con! ft Sod Drinks 


19 


5.5 


1.0 


4.3 


















Home Furn 


1.1 


9.1 


3.1 


1.2 


















Druti 


1.4 


IE 


2.0 


2.1 












































NATIONAL & REGIONAL SELECTIVE 


AutofflOlive 


7.1 


4.9 


6.8 


7.2 




















3.1 


2.6 


3.6 


















Beer ft Wine 


14.1 


16.9 


17.1 


15.6 


















Dru|i 


0.3 


0.4 


.4 


.4 


















Food 


14.3 


13.7 


t2.3 


13i 


















Clothini 


2.6 


t.2 


1.0 


1.4 


















Radio TV ft AppI 


10.2 


4.6 


4.4 


4.4 




















3.4 


3.7 


3.1 


3.3 


















Tobacco 


11.0 


15.7 


tl.0 


15.3 


















Jewelry 


27.6 


30.9 


28.5 


21.7 


















Misc 


2.7 


2.7 


2.9 


4.3 


















Builders ft Sup 


t.O 


0.7 


.S 


.3 


















Home Furn 


2.1 


1.S 


t.7 


2.0 












































LOCAL RETAIL 




Autofflotlvc 


12.S 


14.t 


15.7 


15.4 


















Bank* 


4.9 


6.0 


54) 


4.5 




















7.6 


4.3 


4.2 


4.6 


















10.0 


11.3 


11.1 


11.S 


















1 Homt Furn 


5.0 


3.5 


3.6 


3.1 




















2.1 


3.0 


2.9 


2.1 


















Clolhint 


5.4 


4.4 


4.3 


4.5 


















Perunal Scnicei 


8.5 


7.0 


6.8 


6.8 


















Radio TVftAp^l 


25.5 


24.5 


26.9 


27.1 


















Miic 


12.3 


15.4 


14.3 


13.0 


















Jewelry 


1.5 


1.7 


1.7 


1.7 


















Beer ft Wine 


1.4 


1.1 


i 


.6 


















Oru{t 


0.4 


0.6 


.4 


.6 


















Tobacco 


0.2 


0.1 


.1 


.1 


















Coni ft Soft Drinki 


2.4 


3.0 


1.4 


2.6 













































NEGRO MARKET I 

{Continued from page 44) 

along the liiips of WKAS in relation to 
the Megro aiidieiioc. Aside from its 
sports coverage and disk-jockey pro 
grams, WEAS goes in heavily foi 
puMie-service activities directed to- 
ward Negroes. The station cnrrently 

running contests among Vegro col- 
lege students, with suitahle prizes 
awarded to stimulate educational in- 
terests; planned programs of on-the- 
job training for Negro personnel; 
daily Negro newjjcasts for a greater 
dissemination of news among Xegro 
communities; planned activities seek- 
ing better equalization of economic 
opportunity for Georgia Negroes. 

What all this has meant to the sta- 
tion sales-wise can be seen in the ad- 
vertising success stories of only a few 
of the local sponsors using WEAS' Ne- 
gro programs. 

Hollywood Credit Clothiers doubled 
its business after 90 days on- the sta- 
tion; Lincoln Cab Conij)any felt it 
necessary to increase its fleet of cabs 
two months after starting on WEAS: 
Royal Crown, after nine years on oth- 
er Atlanta outlets, found greater re- 
sults on the Rivers station; Speers 
Jewelr)' and Black Brothers Jewelr) 
reported sales increases of over 509( 
after using WEAS for less than 60 
days; Mather Brothers furniture store 
recorded the highest Negro sales in 
its history following partici])ations or 
WEAS programs. All these concern' 
are white-owned. The 6.S local Atlanta 
Negro-owned business-es which use the 
station exclusively have reported com- 
parable degrees of sales success. 

There are a number of other simi- 
lar stories of Southern stations pro 
graming directly for Negroes to thf 
great benefit of the station.s and the 
advertisers using them. Space make; 
detailing their individual stories pro- 
hibitive. And the successful attempt 
to reach the Negro buying market i? 
not limited to stations below the 
Mason-Dixon line. Large cities rec. 
ognize the advantages of beaming 
programs directly to colored folk. 
Morris Novik recently bought New 
York's WLIB and intends to program 
spwifically for Negroes. WWRL, also 
in New York, has a high Negro share 
of audience. WHAT in Philadelphia 
started a Negro home-maker program 
on 1 September, with four food ac- 
counts participating at the show's in- 
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On the Air September 22 
a new TELEVISION STATI 



Serving North Carolina's 
Rich Tri-City Market, 

GREENSBORO 
WINSTON-SALEM 
HIGH POINT 



Now, for the first time, WFMY-TV 
makes it possible to sell this rich area 
as one market. 



AFFILIATED WITH 

CBS — NBC — ABC — Dumont 

and First in the Carolinas with Live TV 

Sales Representatives 
HARRINGTON, RIGHTER and PARSONS, INC. 
New York City Chicago 
270 Park Avenue Tribune Tower 

MU.8-n85 WH.4.0074 

Owned and operated by 
GREENSBORO DAILY NEWS — and — THE GREENSBORO RECORD 





STVTKMKNT OF OWNKUSHII', .MAN ACK 

MEXT, ^lucT^iATIo^^ etc. 

llpqtiiretl by the .\rt of Congress of \ucust 21, 
1912. as amended hy the Acts of March 3. 1933. 
and .Itily 2. 1946 (39 U S.C. 233) 
Of SrONSOR. published bt-weekly at lialtlmore. 
Mai-yland, for (Vtoher 1919. 

The names and addresses of the publisher, editor 
and husiiipss managers are: 

Tubllsher: Xornian !l. fllenn. Searsdale, N. Y 
Kdltor: Lawrenre M. lluches. Freeport, L. I.. 
N. T. 

Business >ranaEer ; Bernard I'latt. New York. 
K. Y. 

Th© owner Is: srONSOR iM llLinATlONS Inc.. 
iVew York. N. Y. 

Stockholders of one percent or more of stock are: 
Morman U. (llenn. Srarsdale, X. Y. : Elaine ) ' 
Pilenn, Scarsdalc, N. Y. ; lieu Strouse. Haltlmore. 
Md. : Ruth K. Strouse. Ilaltwnnrp. Md. ; William 
O'Xfll. Cleveland. Ohio; Henry .T. Kaufman. 
Washington. D. C, ; Paceli Itloom, X'ew York, X. 
Y. : I'anline II. I'oppele, Nevr Yo-k. X. Y. : Ed- 
win l). Coooer. Torrance. Calif.; ITenry ,T. Cooper. 
Ilrooklyn. N'. Y. : .TudKe M. S. Kronheim, Wash 
Indton. \*. C, : Norman Heed. Washlncton. P. C. ; 
Mortimer C. Lphowitz. MrT/pan. Va. ; .Tohn I'atti- 
soii Williams. Dayton. Ohio; .Ternme Saks. Wash- 
ington. I>. C. : Caihe-'inp K. Ki>ste. Ilawt'iorne. X'. 
Y.: William R Wolf. Washincfon, P i.; M. L. 
Ka\'e. S'ew York. N. Y. : Adna H. Kai^ns. Dayton, 
Ohio; Harold Singer. Washington. D C. 
That the known bondholders, tnortcagees. and other 
security holders owninc or holding one percent 
or more of total amount of bonds, mortgages, or 
other securities are: 
X'one. 

Tliat the two paragraphs ahore. giving the names 
of the cnvners. stockholders, and security holders, 
if any, contain not only the list of stockholders 
and security hoMers as they appear unon the bofiks 
of the company hut also. In cases where the stock- 
holder or security holder appears unon the bonks 
of the coninany as trustee n"" in any other fidu- 
ciary relation, the name nf the person or corpora- 
tion for whom siirh trustee Is actine. Is given: 
alM> that the sr.id two pa^aKranhs contain state- 
ments enihracine affiant's, fult knnwledee and be- 
lief as to the clrcutn.'?iaiices and cnndtiions under 
which stocktioU lei's and securMy holders who do 
not annear iinnn the bonks nf the cnmnanv a.s t*""!*- 
lees. hold 5tork and securities in a canarirv other 
than that of a bnna fido owner; and this affiant has 
no rea-ion to believe thflt anv other ner.^on. asso- 
ciation, or corporation has anv IntercKt direct or 
'nillrect in the said stock, bonds, or other securi- 
ties than as so stated. 

X'oriuan U. Glenn. President 
.<\vorn to and subscribed before mo this 6th dav 
of October 1949, 
SEAL: Walter C. Sundberg 

(My commission expires March 30, 1951) 
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BOOMERANG! 



I'm sorry I ever heard of KXOK. My life is miserable. You see, I bragged to 
the boss about our program's low-cost-per-Hooper point on KXOK, like you 
suggested, and he just grinned like a Cheshire and said: "That proves what 
you can do when you really try. Now go into all our markets and get as good 
a buy as you did on KXOK." You and I know that's tough to do . . . but 
how can I convince the Boss? 

On-The-Spot 

Dear On-The-Spot: 

Your Boss situation is going to be much worse. Wait till he finds out KXOK's 
high Hooper position during March, 1949. When KXOK's rates are balanced 
with its share of audience, the combination is terrific. You and I know, the base 
hourly rate on Station "A" is 57% higher than KXOK's, and Station "B" has 
a base rate 32% higher . . . yet they delivered only 15% and 2.4% more audi- 
ence during March. Better not mention KXOK's powerful signal at 630 on 
the dial, reaches 115 counties in six states, daytime, in mid-America. 



KXOK, St. Louis 



Basic ABC 



630 on the dial 
5,000 WaHs A "John Blair" jfaHon 




FIRST IN THE 



DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE 



AM 



5.000 W 
14 20 Kc. 



FM 



47 Kw. TP II CP. 22.9 Kw. visual 

I V and Q\ttQ\. 



103.7 Me. 



, Channel 



Basic Affiliate of NBC, 
the No. 1 Network 



Mondiiy throiii;li Sunday . . . morn 
intr. nftoriiooii, pvenintr . . . W(K' 
}Ioo|)(*r Ratines uveroeo as iiiiich ns 
5.0 points hi^lior tlmn the national 
avijrn^^'s for tin* same proerains. 
That's the story told by the last Foil- 
Winter (^uatlCity and Comprehensive 
lIooptT Reports. Tims W()C gives 
NHC Network and spot advertisers 
bonus audiences in this wealthy in- 
dustnal area . . proof of the listen- 
Dr-loyalty that makes \V<>C' the Quad- 
Cities" KIKST station. 

Cal. B. J. Palmer, Prtsfdent 
Ernest Sanders, Manager 

DAVENPORT, IOWA 

r 




FREE & PETERS, INC., National Represenlatives 



ception. WSHC in Chicago, WJiMH. 
Detroit. W'lXX in Washington, WITH 
in lialtiiiKire. WJMO in Cleveland, and 
WZIP in (j'ncinnati are other hig-cit> 
outlets with large Negro audiences. 

News of general interest geared to 
Negro participation started on Pitts- 
burgh"!; KQV a year ago, the program 
pre.sented hy the Pittsburgh Courier, 
the nation's leading colored newspaper. 
Sponsored hy three \egro business 
firms and a brewer), the program, on 
the air three times a week, draws its 
audience from the Xegro population 
of 1()(),()()0 in Pittsburgh and the sur- 
rounding Allegheny county. 

Joe Adams, on KOWL in Santa 
Monica. California, is typical of the 
lOO-odd Xegro disk jockeys who have 
sprung up around the country in the 
past year or so. Running a daily 15- 
minute contest on his 90-minute 
( 12:00-1 :;■{() p.m.) seven-days-a-week 
program. Adams racked up one re- 
sponse of 2800 calls in one day, the 
calls coming in from .57 telephone ex- 
change* in Los Angeles county. The 
contest involved a mystery tune, and 
the rewards were nothing more than 
six S4- merchandise prizes. Adams, like 
other iXegro platter spinners, numbers 
among his sponsors such varied ac- 
counts as foods., used cars, gasoline, 
clothing. li(]Uor stores, and furs. 

-More and more local advertisers are 
learning that Negroes in their com- 
munities can he sold h\ radio when 
local stations take the trouble to set 
up colored programs with colored 
talent and make a determined, intelli. 
gent effort to let the Negro know that 
these programs are for him — that the 
station they're on i.s his station. He 
has the money to respond to the sales 
messages leveled at him. And because 
he has always felt discriminated 
against, the very fact that a station re- 
moves some of that feeling of discrimi- 
nation by "talking'' directly to him i.< 
almost enough to guarantee that he 
will spend his money on the products 
and services advertised on that station. 

It has worked and is working 
wherever stations and advertisers on 
the IcH-al level have realized that Ne- 
groes represent an important segment 
of the buying public. Whether na- 
tional advertisers and networks will 
Come to that realization and do some- 
thing about it is at the moment a moot 
(]uestion. Hut at least local sponsors 
are beginning to get their share of that 
\er\ lucrative len-billion-dollar Negro 
market. *** 
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PHILIP MORRIS 

{Conlinucd from page 27) 

average only ?8f),()()(), comparerl with 
S.%7.()()() for the first ^eveii. Siih- 
seriptions for nearly all the shares were 
withdrawn. I'hilip Morris' shares 
dropped shar[»l\ . 

Despite the heav) orders of early 
fall. 1945, profits had fallen when (iis- 
trihutors and dealers turned hark 
eigaretles which went stale on their 
shelves. Consumer demand for I'hilip 
Morris was declining rapidly. Drastic 
steps had lo he taken — among llieni, 
even more vigorous advertising. 

Since introduction of the present 
Philip Morris hiend in VXV.i, Pliilip 
Morris & Co. lias been the largest ad- 
vertiser, in proportion to saU^s. of any 
of the Big Five companies. (As early 
as 1936 it was spending Sl,20(),()()(). 
or 6'; of gross sales of $20,000,000.) 
The emergency of late 1945 and earix 
191() led lo drastic economies. Ad- 
vertising expenditures were cut from 
the peak of :i7.000.()()0 to S.i..5(M).000. 
But even then tlie> held a close ratio. 

And since then advertising expendi- 
tures have been pushed ahead even 
more rapidly— to S."..5(K).()()() in 194!! 



kLeadersfiip 



-ff * - IN 



- IN AM 

- IN TV 



4 



- IN PROGRAMMING 

- IN POPULARITY 

- IN UTAH 



I 



Salt Lok* City, Utah 



Notional Rcpreientotivs: John Blair & Co.' 



and to S10.5()().()()() in 1949. While 
sales in the first half of the 1949 calen- 
dar year gained only 2' i , in the June 
(piarter the)' started moving ahead a 
hrisk 25'/ /from S5().()()0,0(K) to SCS,- 
4()().0()0. 

(). I'arker MeComas, forriiei hanker 
who last \ear was named president 
of Philip Morris & Co., summarized 
for SPOXSOIl four reasons for the 
sharp coiiiehack of the last three years: 

1. Better control of inventory, pro- 
duction, and distribution, to assure 
(|uality and freshness; 

2. An expanded anrl rejuvenated 
sales force of 500 men; 

'.i. Development of ) oiinger execu- 
tives (among them Patrick H. C.ormaii, 
advertising manager; Itohert S. l.ark- 
in, promotion nianagei ; Zenii K.auf- 
niaii, merchandising director) : 

4. Aggressive advertising, chiefly 
on the air, on the "no cigarette hang- 
over" theme. 

jMcComas adniitled that the "no 



hangover"' theme is more than remi- 
niscent of the "direct approach"' of the 
late (Jeorge Washington Hill of Ameri- 
can Tohaixo (who sold a lot of Luck- 
ies and othei' produ<'ts on such themes 
as ■■Heacli for a Lucky instead of a 
sweet" and "\atiire in the raw is sel- 
dom mild"). Hill "knew how to sell 
llie millions," Mcf^oma? said, with 
some admiration. 

About two-thirds, or S7,()l)(),0()0. of 
the Sl(t,5()().()0() Philip Morris adver- 
tising expenditures for 1949, are in 
broad' ast adverlising, and the balance 
in newspapers, ])oinl-of-pur(liase and 
other merlia. 

To sto<-kholders last May. Alfred 
Lv on sairl : 

"In order to reach the greatest pos- 
sible audience in the most elfective and 
productive way we use both nigliltiine 
and (lav time radio program?.. Enter- 
tainment value is of first importance 
in attracting audiences. . .At the same 
time, however, programs are planned 




An 8.4 Hooper rating at 8:15-8:30 in the morning (Mon.-Fri. average, 
May-Sept. 1949). The show is "Call for Music" on WAPI, and 
it's first in its period — by 42%. Emcee is Maury Farrell, major 

league sportscaster. Now available — call Radio Sales. 
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Minister Without Portfolio 
Travels Light 

Ho — iiiul iiipiiil)pr.« rtf his staff pot around. They're 
looking for llie low-tloun on what's goinjr on. He says, 
"Tho only reas-on 1 liavp tlie listening audience I have is 
because over a pt^riod (»f yoars 1 have told the jiulilic the 
Initli niul (hoy have known thai I was telling llioin (he 
truth, and suii;-e(|uont o\onls liave proven that I was do- 



IIp's a niinisler without portfolio, serving his loyal audi- 
ence uilli alert and aouto anaKsps of ''the lop of tlip news 
as il looks from horo." 

Currentiv sponsored on more than 300 stations, his liroad- 
cast the I'ullon Lewis. Jr. program is the original 
news co-op. It oilers local advertisers network j)restige 
at local time cost, with pro-rated lalenl cost. 

Since there are more than 500 MI5S stations, tliprp may 
b(; an opening in your city. If you want a read) -made 
audience for a client (or yourself I, investigate now. Check 
your Mutual outlet — or the Co-operative I'rograni 
Department, Mutual Broadcasting System, 1410 
Broadway, iWC 1<'> (or Trihunc Tower, Chicago, 11). 



lo afford various o])]>orluuilies for ihe 
public. . .\Vp believe this is of value 
nol only bp« ause il creates v\'ide coin- 
munilv inlerc.^l but tiUo because it 
helps build good will and prestige. . . 

"W^e have u?e<l lelevision advertising 
for ap|)roxiniately one year (as of 25 
Alav ) and recently presented a full- 
linie lelevision show. We believe that 
lelevision will develop into an impor- 
tant selling medium and arc continu- 
ing our study lo devcloj) a full knowl- 
edge of it* potentials. 'Johnny,' our 
living trademark, is particularly vvell- 
a(la|)le(l to TV presentation." 

The "no hangover ' theme was sug- 
gested by the Hiow Com|)an)', which 
has handled the bulk of the company's 
advertising .since 193.3. (Cecil & 
I'resbrey. of which Alfred E. Lyonj 
Jr., is a vice-president, handles two 
daytime shows. I The "no hangover" 
idea is based in |)art on the hygro- 
sco|)ic or nioisturp-retaining agent 
used in I'hilip Morris cigarettes. 
Where other cigarettes u.«c glycerin, 
I'M uses diethylene glycol. The com- 
pany has |)aid for tests on rabbits' 
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e)es, which showed not only rfiat di- 
etliyleue glycol was less irritating than 
glycerin but was less irritating than no 
hygroscopic agent at all. 

Philip Morris has done a lot of pro- 
motion to doctors about all this. Camel 
has replied that it has more doctor 
smokers than any other brand, and 
Old Gold advertises "a treat instead 
of a treatment." 

McComas admit.* that some people 
and organizations have kicked about 
the "no hangover" theme, but he be- 
lieves the "results have warranted it." 

Some people also have kicked about 
the Horace Heidt Original Youth Op- 
portunity Program, because they 
claim that Heidt has done more than 
anyone else to start young j)eople 
smoking. (X^Tiich may be just what 
Philip Morris wants!) 

The thinking behind every Philip 
Morris advertising campaign — and the 
Company has had nearly 40 radio 
programs alone in the last 16 years - 
has been to reach the largest possible 
mass audience. "No program is seg- 
mentized" to appeal just to a particu- 
lar group, McComas explained. 

The company two years ago pio- 
neered among cigarette manufacturers 
in five-a-week daytime radio shows. 
Obviously, these shows are heard pri- 
marily by women, but the company 
points out that women do the bulk of 
the family purchasing. It's worth- 
while to remind them to buy Philip 
Morris by the carton when they visit 
grocery stores and super markets. (A 
lot of them are concerned about "hang- 
overs," too.) Recently, Philip Morris 
dropped its sponsorship of Against the 
Storm and Queen for a Day, on Mu- 
tual, for Ladies Be Seated and One 
Man's Opinion, 25-minute and five- 
minute daytime shows on ABC. 



Both the Ralph Edward.s' This Is 
Your Life and the Horace Heidt youth 
programs emphasize the "o|)portunity" 
angle. Philip Morris calls the Ed- 
wards' show "a giveaway with a pur- 
pose." The Edwards' staff digs into 
the past of some unimportant or im- 
portant person, brings together friends 
and relatives who haven't seen each 
other for years, keeps the subject in 
the dark about it all until show time — 
and then winds up with a "Philip 
Morris future," which might include 
money for education, or a vacation, 
or equipment for a shop. 

Heidt and his orchestra travel 50,000 
miles a year, making one-night stands 
in towns ranging in size from Zanes- 
ville. Ohio, to Chicago. Talent dis- 
covered en route is used on the weekly 
broadcasts from whatever big town 
Heidt may be in on Sunday nights. 
Usually there are five contestants. 
Weekly winners are chosen by mea- 
surement of audience applause. They 
receive S250. At the end of each 13- 
week cycle, winning contestants of 
that period enter quarter-finals for a 
prize of $7,50. The grand finals bring 
a prize of $.5,000 and a gold cham- 
pionship belt. 

The Heidt shows may attract 5,000 
or 10,000 people, and the quarter- 
finals at the Hollywood Bowl drew 
18,000. 

Along the way, Heidt and "Johnny" 
try to get retailers to sell more Philip 
Morris cigarettes. 

Except for summer hiatuses, Heidt 
has been promoting Philip Morris 
since November 1947 and Edwards 
since November 19'Ui. 

Crime Photographer, a half-hour 
mystery drama on CBS, has been spon- 
sored by Philip Morris since 4 August, 
after it was dropped by Toni. 



SERVICE DIRECTORY 



V. S. BECKER 
PRODUCTIONS 

Producers of lelevisiot) and radio pack- 
age shows. Represettlmg laleni of dis- 
fincfion. 

562-5th Ave., New York Luxemberg 2-1040 
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FORJOE S CO., INC. 
T. B. Baker, Jr., General Manager 
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FROM C.K.A.C. LAND 




WIkiI I i III <' i.s 
lU'W-stiiiM'? I'or 
li II II lire (I.s of 
t li o II sa II il.H of 
railio lititciicrs 
i II (^11 I' l> <! v , 
II i,MV K t i ill <; i 8 
6:43-7 P.M. 
iMi'li ilay. Thai's wlieii Alhert 
(|iif»iiio coiiifs on llic air for Mol- 
son'h I5ri'\v<'ry. at" In* lias Ihmmi <Io- 
iiifj since iy3}{. In t'at'li of the 66 
(■ouiili(>.« of <^)ii('l>cc, nearly evcry- 
oiie listens to l)ii(|iiesiie on (^KA(>. 

Like most other sponsors, Mol- 
son's has selected (^KA(^ heeanse 
CKAC iea< lies 7» out o( lOO fami- 
lies in this hillioii dollar market 
. . . doiiiiiiates in eounties with 
<'o\erajje raii<!in^ from 69^^ to 
full saturation. 

It's no voiuler that (]Ku\C gets re- 
.<ii//.s — and at a very modest cost 
|HT listener. 



CBS Outlet In Montreal 
Key Stotlon of the 
TRANS-QUEBEC rodio group 

GEAG 

MONTREAL 

730 on the dial • 10 kllawatli 
Repreientativei : 
Adam J. Young Jr. • New York, Chicago 
Wllltom Wright - Toronto 



Allen Fuiil's Caiuliil Camrra inter- 
view show was lakon over on CHS>-T\ 
12 Scpleniher. rcplaciii"; 'l ex and Jinx. 
liiilliie on the Telephone, (<oo(hnan 
A<-e's new ?ix-a-weck. rivc-niiiiiile 
ni}:lill\ "eomic strip"' on CUS-TV. al 
rcadv lias been clianficd from <ra}.' to 
sitnatioii <-otne(l\. It fc;ituies a liut^- 
ban(l-liiiiilin<!, tiot-so-l>ri<:lit blonde 
and lian(l*oiiie srreen star, I'liilip Kecd 
I'hilip Morris ndniit<; that the audi 
encc ratinn.s of all its radio and TV 
I profiranis "'prohahly don't add np to 
Benn\'s," for Lucky Strike. Hut the 
costs arc lower, and the company i' 
plea.scd witli its sponsor identification.' 
— liainmere<l home b\ "Johnny" a 
■'no cifiurette lian<;o\er." 

If these don't work out. I'liilip 
Morris will cliaiifre. The cotii])aiiv 
lias been willing; to experimenl with ? 
lot of (lillerent tj ])cs of shows — musi 
cals, {|iiiz/es. talent shows, revues, 
comedies, dramas, and melodramas — 
sinc(? 17 April. 193.3, wlien it first 
hired Ferde (Jrofe to pnl on a quarter- 
hour, three-a-week musical on NHC. 
(In September 19.3.3 I'M radio an- 
nouncers were telling listeners to "p'*'} 
safe with Philip Morris." 

Leo Keisnian's half-hour musical 
projiraiii on NHC lasted four years 
i through 1937. The company paid for 
// I'ays to lie Ifinoraiit for two \ears. 
lliroujih January 1946. Hut 5i/»i/igo. 
a half-hour musical, xvas sponsored 
only the month of ^Liv 1910; Crime 
Doctor, a lialf-liour iinslery. only the 
nionlh of August 1940. both on CHS. 
and Music YouU Remember was strict- 
ly a one-timer on NHC last November. 

"We've made a lot of niislakes," Mc- 
Comas said, "but ue come up fighting. 
In whatever we do. we try to be flexi- 
ble — and always agglessi^•e."' *** 



il«tr Map Cnpyritkl 
Noblr O Swars. Im<. 




CALESBURC TECHNIQUE 

(Continued from page 23 I 

project nniler the guidance of WGIL's 
program head Larry Edward.s. 

Hut lime and facilities cost nione\. 
and Center leaders agreed that the 
show could be coninierciall)' sponsored 
with their blei-sing if a suitable spon- 
sor could he interested. Galesburg. in 
north-central Illinois, is the middle of 
a rich agricultural district. In aildi- 
lion to two high schools, Knox College 
and a branch of the University of Illi- 
nois make the coinmuiiity an educa- 
tional center. Seventy |)er cent of the 
community's private homes are owned 



ACi/S£ 



21 rivh ijfntral \f'w Yor/t 
i:»untivs • 20.1,000 KM It 
Station Audivnt'v Familivs 

ACUSE 

NBC Affiliate in Central New York 

HEADLEY-REED, Noliono/ Represenrofi'ves 
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by their occupants . . . these and other 
items were in IJert KiefTer's mind as 
he sized up the prospects for huikling 
profilahle husiiies^ from a new prep- 
age department for hoys and girls. 

When Frudeger asked him to con- 
sider sponsoring Teen Town Tulenl. 
Kieffer talked it over with ad-maiiager 
Paul Gihherdiel. It looked like a nat- 
ural. But would it hoomerang? Talk — 
the word of mouth treatment that can 
make or break a show, an automobile, 
or a clothing store — would be the key 
element in success or failure. What 
would people say. how would they re- 
act? How would the youngsters them- 
selves react to the promotion — would 
they take it seriously? 

Time was another important factor. 
Two years is not too long to sjieiid 
building a new department from 
scratch. While Stern and Field had 
always carried si)ortswear and some 
teenage items, building up the neies- 
sary stock for a fast-moving boys and 
girls line involved numerous problems, 
not the least of which is money. Few 
shops in a city the size of Galesburg 
can afford the space, time, or money 
to take the plunge. Could Stern and 
Field afford the time to nurse a |)ro- 
gram along until it's advertising force 
began to pay off? 

Kieffer decided to underwrite a half- 
dozen broadcasts before school was out 
last Spring and try to get the "feel" 
of the advertising pressure. The im- 
pact was instantaneous. WGIL is the 



The dire<t selling copy, however, 
strongl) emphasizes the stvle and fash- 
ion angle. 

September found the WGIL air 
splas^hed with aimouncemeiith about 
the new show and its sponsor. y\n- 
nouncements blossomed in news|)apcr 
and window card proniotion.s ( which 
have been used tontinuously since). 
Members of the Center (a ''dry night 
club") send |>i>st cards to parents of 
all members aimouncing each new 
show and names of performers. Guest 



only station in Galesburg. 



Numerous 



stations from all around — Chicago, 
Peoria, St. Louis, Des Moines, etc. — 
come in to compete for Gale.sl)urg ears. 
It's an open secret — despite some sta- 
tion managers who never seem to have 
met it face to face — that the most suc- 
cessful local station is most likely the 
one that has identified itself closelv 
with conununity needs. WGIL belongs 
to Galesburg and its environs, and 
Frudeger wasn't worried about a fol- 
lowing for Teen Town Talent. And 
Kieffer discovered he had no worries 
about building an enthusiastic new 
following for Stern and Field. He 
signed to start regular sponsorsh' 
early in September. 

The format of the program was va- 
riety with a little news of the local 
high schools and schools in neighbor- 
ing towns. The three connnercials al- 
lotted the store in the half hour were 
simple, fairly short, direct selling for 
specific items. About 10^ of the time 
was allotted to institutional buildup. 



ilup 



stars from neighboring towns a))pear 
regularly. This promotional angle is 
not neglected. 

Sports clothing was a minor also- 
ran in sale^ before T-T-T took over. 
f\ow it leads all other:^ in sales for the 
a|)|)ro.xiinately two months sin»e the 
Center )<)ungsters went to work for 
Stern and Field. Scjuare dance styles 
were introduced from zero. Frudeger 
credits the ]>rogram directly, for exam- 
ple, with selling 100 dozen plaid 
shirts; 2.^ dozen each of men's and 
lady's Le\is; 1.^0 sports jackets. 



,■;»- ■Sar":/°;^;" '•- Pleased ,„ 
K'o:^ >"e« erU»,;"»s. im! 

Show." «ne i-raiik Parker 



Outlet for the Columbia Broadcasting System 
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'I he ^lIo^^ it>clf iiiuiia^cs U> \>c one 
long Stem au<l Field coiniiiercinl I)) 
tlie iiiituie of the foiiiiut. The kids and 
their t;ileiit are the attraction. Tlie\ 
aj)peur on the show <lrc.->e(l in a \ariet\ 
of items tliat conu' from nowhere else 
hut S. ik l'\ 'I'Ih' m.c. tells listening 
teenajiers and olhi'r>. for teenagers 
seldom listen aloin> at night— ju.>l uliat 
earli hoy and girl participant is \vear- 
ing as they conic U> the microphone. 

"1 lie girls jnst pnt tlieir new jackets 
on the rack (ner there ... a MacGreag- 
or triple threat green: a cotton gahar- 



diiie sport jafket with a niouton collar 
. . . really snappy . . . girls wearing 
long sleeved gancho shirts . . . lady 
i.e\is . . . \ery cute." Don't think the 
listening youngster? would want to 
miss out on what a single '"star" is 
wearing. Jules Huhenstein. head of 
Teen-timers, Inc.. rSew York, capital- 
ii^ed on the same kind of interest in 
his famous 'leerilirners Club show on 
•NBC and MUS in promoting Teenlinier 
Ollriginals. 

Just a« T-T-T i> their show. Youth 
Center youngsters already are feeling 
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that Stern and Field is "their shop," 
and the feeling has a tendency to be- 
come infectious. 'J'he store decided to 
introduce '"Skipper Jilue" four-])atch 
pocket suits as dress wear for young 
men. Uighl oil, thirty style-conscious 
young men walked in and bought suits 
as a result of the program announce- 
ments. From word of mouth reports, 
however, Kiefler is aware of the terrific 
inllueiice of the |)rogram itself in build- 
ing up the feeling of fashion-cons<-ious- 
ness with the youngsters. And they 
love it. 

Customers have driven in from as 
far as 4.5 and 00 miles away to buy 
items publicized on the show, although 
.30 miles is the usual radius of the pro- 
gram's influence. E\en in the short 
time the show has been selling for 
Stern and Field the increase in overall 
store traffic and its prestige in Gales- 
burg and surrounding towns. sa\s 
Fvieffer. "i> so great that specific sales 
effect is immeasurable in dollars.'' 

\ stucly last year by the Gilbert 
Youth Survey Organization for N'I3C 
gave more definite research evidence 
for what kiefler has long been sure 
of. that bland consciousness lends to 
weaken as youtli grows older. Firnilv 
established buviiig habit? are so much 
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more easiK iiiaiiitaiiied and cajjitalized 
on than the weakly conditioned hal)its 
of an older prospect. This is another 
reason for addressin<; an advertising 
program to high and prep school ages. 
In this same oonnection the Gilbert 
study, made in Chicago, Pittsburgh, 
Philadelphia, and New York, revealed 
a strong correlation between program 
loyalty and brand jireference of the ad- 
vertised product. Although the study 
in question did not check on clothing 
attitudes, there is no reason to believe 
that clothing would be an exception. 

While Stern and Field has not at- 
tem])ted to survey the question, it is 
Mr. Kiefler's belief, from his intimate 
knowledge of the town, that a consid- 
erable portion of the youngsters aug- 
ment their sj)endiiig |)ouer with ])art- 
time and some full-time work. This 
would agree with the Gilbert findings 
that between the ages of 13-1,5, the 
youngsters have about S4.00 a week 
to spend, and up to S2.5 between 18-19 
years. These figures, of course, rep- 
resent averages only, but they empha- 
size what is too often forgotten, that 
nationally teenagers sjjend somewhere 
between eight and ten billion dollars 
annually, about six billion of which is 
spent by urban youth. 

Stern and Field, in deciding to go 
after a part of the market usuallv treat- 
ed very casually. ]nnne(! its faith to 
the intimate, personal touch of youth 
to youth that radio makes possible. 
Kieffer wrote warmly, "I intend to 
hold sponsorship of this program as 
long as our doors are o])en and there's 
a Youth Center in Galesburg." Rut 
that isn't all. 

Stern and Field's amazing experience 
with radio has already led Kieller to 
start an announcement < am[)aign in 
supj)ort of the "Radio Special of the 
Week." This promotion produced with- 
in two weeks another instantaneous up- 
surge in store traffic. Each clerk con- 
cludes each interchange with a custom- 
er with the question. "Have you seen 
this week's radio special?" and directs 
him to where it is displayed. 

Teen Town Talent costs the store 
S7.5 a week. Ibis covers time and an- 
nouncer's fee. Talent, of course, isn't 
an expense in this instance. Including 
the new traffic-builder spot campaign. 
Stern and Field spends about one-third 
its total ad-budget for radio. This per- 
centage will be increased as other pro- 
grams are developed to promote new 
merchandising plans now in the works. 

★ ★ * 
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NEED MORE 
COVERAGE? 



KFYR 

550 KC 5000 WATTS 

NBC AFFILIATE 
BISMARCK, N. DAK. 



Th en you need KFYR, whose signol comes !n loud 
and cleor in o larger area than ony other stotlon 
in the U. S. A. And that Isn't all! KFYR enjoys a 
choice frequency of 550 kilocycles, is located in 
the center of an area noted for excellent ground 
conductivity. 24 years of listener loyalty, too- 
Ask ony John Bloir man to prove it. 



Getting your pressings 
when you want them? 



You have a right to expect speedy 
handling of your recording jobs and 
pressings — with no sacrifice of quality. 
Top engineering skill and equipment 
are your best assurance of the kind of 
service you want. At RCA Victor you 
get the benefit of: 

• The most modern equipment and fociltties 
in the trode, plus 50 years' occumulated 
"know-how," 

• High-fidelity phonograph records of all 
kinds. All types of Vinylite transcriptions, 

• Complete facilr'ties for turning out slide 
film ond home phonograph type records. 

• Fast hondling and delivery. 



When you can get RCA "know- 
how" — why take anything less? 

Send your masters to your 
nearest RCA Victor Custom Record 
Sales Studio: 

I 14 East 23rd Street 
New Yorit 10, New Yorit 
MUrray Hill 9-0500 

445 North Lalte Shore Drne 
Chicago I I, Illinois 
Whitehall 4-2900 

1016 North Sycamore Avenue 
Hollywood 38, California 
Hillside 5171 

You'll find useful facts 
In our Custom Record Brochure. 
Send for it today! 




^CUSTOM RECORD SALES 
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SPEAKS 




BMB Must Co On 

On the surface, tlu-re may ?cein t<» 
1)1' more reasons for scra|)|)injr Hroad- 
cast Measurement Uureau than for tr\- 
inj; to coittinue it. 

liMM's 1946 re|)()rt. eo\erinj; only 
once-a-ueek listeninj:. ga\e a distorted 
|)ieture wliieli daina<:ed many stations. 
The low rejxirt, to he issued in i\ feu 
weeks, will |)artl\ o\ercome this ohjee- 
tion. Listening will he hroken down 
into one and two days, three-to-five 
da\s, and six and se\en days a week. 
l>ut even this ma\ not he adequate. 
And the data, on ])ul>li('ati<)n, will he 
eight tiionths old. 

The 1910 re|)ort was not acconi|)a- 
iiied hy a time-buyers" manual to hel|) 
agencies use its data more efTe<-li\ el\ . 
and UMIJ has not announced whether 
this omission will he overcome. 



At this time, when many stations are 
not nuiking money, a lot of broadcast- 
ers have felt that the results to he 
gained from .*^tudy iN'o. 2 (based on 
their experience with Study Xo. 1) 
would not be worth the cost — and 
might only add to the confusion. 

On the |)ositi\e side. howe\cr, are 
the facts that 

1. .Most large advertisers and agen- 
cies, led by the A\.\ and Four A s. 
wttnl U\115 to continue. 

2. i\liin\ of them now use B.M15 
data, and more of them |)robal>ly will 
do so with .*^tud\ No. 2. 

3. Todav, when broadcasters must 
meet increasing competition, not mere- 
1\ from newspapers and magazines, but 
from hundreds of new radio stations 
and scores of new television stations. 
the\ mnst go out selling armed with 
all po.ssible facts. 

1. W liatcvi'r the shortcomings of 
1!M1{ "data." ad\ertisers and agencies 
at least ha\e confidence in the tripar- 
tite ])olicies under which the) ha\e 
been obtained. It <-ould be a solid basis 
on uliii-li to grow. 

Addressing the eastern meeting of 
the Four A's in Xi-w York this month. 
Melvin Hrorb) of Xeedliam. Louis & 
Hrorby, Chicago agency, and a ILMH 
diriH-tor. warned that NAB directors 
might decide at a meeting on 14 \o- 
veinber to scraj) BMI). 

He urged \AB to wait at least until 
the report on the 1919 study reaches 
advertisers and agencies. 



And he suggested that then a com- 
mittee of broad< asters. advertisers and 
agencies be apjiointed "to restudy the 
current facts on H.MB and make a rec- 
ommendation about its future." 

-Melvin Brorby echoed the oj)inions 
of a lot of advertising buyers when he 
said that, from such a study, '"a B.MB 
could emerge that would gi\ e us an- 
nual re|)orts of increasing value, with- 
out interfering with , . , j)ri\ate re- 
seardi organizations."' nor with "the 
efforts of all sincere broadcasters wlio 
seek to deliver an honest value.'' 

Such a |)roject would merit the su|)- 
port of more than the 600 stations now 
supj)orting B.MB. 

Radio and TV Week 

Badio is growing bigger (and so is 
T\' I uith the hel|) of an annual e\ent 
that gains impact with each year. 

Throughout the 1. S, hundreds of 
'\M. FM. and T\' stations will com- 
memorate Badio and Television Week 
(October 30 through Voveinber 5) 
with a barrage of |)rogranis and an- 
nouncements. More than 500 newspa- 
jiers will participate with ads furnished 
b) the BMA and NAB. 

Hard bitting teamj)lay. led by Vi^-st- 
ingliouse Badio Stations' W. B. .Mc- 
Gill. is reponsible for making this a 
big promotion. And the end result is 
more sets . . , and more potent air me- 
diums. 

E\"ery air advertiser is benefitted by 
Badio and Television Week. 



Applause 



Sell Selective 

\n\ broadcasters who fear the\'\e 
reached the limit of their business 
sources might write to the National As- 
sociation of Badio Station Bepresenta- 
ti\es, 101 I>ark Ave.. New ^ ork 17, 
for a <'o|)\ of Frank lleadle\ 's re<-ent 
remarks at Birmingham. 

President of NABSB and of Mead- 
ley-Beed (^oinpan), \lr. lleadle\ told 
\lahaina Broadcasters \.«sociatioii 
that, of lo.OOO national and regional 
advertisers, only 22!! are now on net- 
works and onl\ 1.000 national adver- 



tisers are now using spot or selecti\e 
broadcasting. 

But e()ually important with getting 
more advertisers into selective broad- 
casting, be said, is getting |)resent ad- 
vertisers to make better u.«e of it: 

" Too nian\ ha\e tried it badly, with- 
out pr()|)er knowledge of program, 
commercial co|)\, and station choice.' 

And too many are using it in a 
■■|)iddling fashion. . . . The\' build U|> 
good availabilities, and give tliem u|). 
The\ use broadcast advertising in 
emergencies, and forget it when there 



is smooth sailing. They use it to build 
up weak territories and haven't gotten 
around to using it in the strong ones," 

If broadcasters emplo\ed "the finest 
kind of research, documentation of 
successes, the highest calibre of |)er- 
soiial selling and sales promotion," -Mr, 
lleadlev said, such selecti\'e broadcast- 
ing case histories as Bulo\'a watches. 
Skip|)\ peanut butter, La Bosa maca- 
roni, and of soa|). oil and beer com|)a- 
nies. could be niulti|)lied. 

For manv stations, one factor would 
be to "make that national spot rate 
more attractive to the advertiser. ' 
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Kansas City, Missouri 



Early Fall, 1949 



KMBC-KFRM SERVES 3,970,100* AREA RESIDENTS 



Satisfied Sponsors Are Renewing 
"The KMBC-KFRM Team" Features 

Best proof of any broadcaster's effectiveness in 
the market served is renewal of contracts by spon- 
sors who are pleased with the results of their 
program. 

The KMBC-KFRM Team, 
serving Kansas City's vast 
Primary Trade area, has had 
numerous renewals by satis- 
fied sponsors since KFRM 
went on the air December 7, 
1947. Among these enthusi- 
astic users of "The Team" 
are advertisers that sponsor 
several types of programs. 

Farm Director Phil Evans 
presents the Grain, Produce 
and Poultry markets each 
week-day at 12:50 p.m., spon- 
sored by Peppard Seed Com- 
pany. Peppard has again re- 
newed this important daily 
trade area program, this 
time for another year ! 

Western Mercantile Com- 
pany ' recently renewed for a 
second year their Livestock 
Marketcasts with Bob Riley. 
Of vital importance to grow- 
ers, feeders and all involved 
in livestock marketing, these 
Marketcasts are presented 
each week-day at 12:30 p. m. 
direct from the Kansas City 
Stockyards. 

Brush Creek Pollies, the 
Heart of America's biggest 
radio-stage hit, on the air for 
an hour and a quarter every 
Saturday night on KMBC 
(Sunday afternoons on KF- 
RM) is a sell-out to adver- 
tisers and to the thousands 
who attend the show every 
Saturday night ! Summer 
sponsors of The Follies in- 
cluded Franklin Ice Cream 
Company, Richmade Mar- 
garine and Rodeo Meat prod- 
ucts. Newcomers to Brush 
Creek Follies are Spear Brand 
Feeds and Butter Nut Cof- 



fee, who snapped up the two 
remaining quarter hours of 
this great hit show! 

General Electric Radio 
Dealers will again sponsor 
Sam Molen's play-by-play de- 
scription of eleven "Big 7" 
Highlight Football games on 
The KMBC-KFRM Team this 
fall. 

With The KMBC-KFRM 
Team's complete, economical 
and effective coverage of the 
vast Kansas City Primary 
Trade area, plus top listener 
preference, and with satis- 
fied sponsors renewing 
"Team" features, it's no won- 
der we're proud of the fact 
that The Team's audience in 
Kansas City's Primary Trade 
area is outstandingly first! 



OVER A MILLION RADIO FAMILIES IN 
"TEAM " PRIMARY COVERAGE AREA 

In serving Kansas City's vast Primary Trade 
territory. The KMBC-KFRM Team provides a 
clear, strong signal to over Four Million potential 

listeners! Latest population 
figures reveal 3,970,100 * 
people living within the pri- 
mary (half-millivolt) cov- 
erage area of The Team. An 
estimated Quarter - Million 
people outside the half-mil- 
livot area can also hear 
KMBC or KFRM clearly! 

The KMBC-KFRM Team 
transmitting stations were 
specially designed to pro- 
vide radio service through- 
out Kansas City's Primary 
Trade area, including west- 
ern Missouri, all of Kansas, 
and portions of the adjoin- 
ing states of Oklahoma, 
Texas, Colorado, Nebraska 
and Iowa. 

These same population 
figures show that there are 
1,1.59,740 * radio families 
within the Team's half-mil- 
livolt coverage area, living 
in 202 counties in the states 
named above. 



In providing radio service 
direct from Kansas City, 
The Team reaches the 
$4,739,317,000 area market, 
which for years has re- 
garded Kansas City as its 
trade capital. This much 
needed radio broadcasting 
service provided by "The 
Team" includes livestock 
and grain reports, plus 
other informational farm 
features, newscasts, 
women's programs, also 
weather broadcasts, as well 
as outstanding educational 
and entertainment features. 

As an advertiser you're 
interested in this rich agri- 
cultural Heart of America. 
To get the most effective, 
complete and economical 
coverage, plus top listener 
affection, choose The 
KMBC-KFRM Team! 



Soles Management, Survey of Buying Power, 1949. 




Primary coverage (0.5 mv/m) of The KMBC-KFRM Team is shown in white on 
this map. Note the land area covered, in relationship to the rest of the United 
States, plus the complete coverage of the rich Heart of America aerricultural area. 




Frank Brimm 
Kat2— Dallas MW^ 




^ ENTLEMEN, here's a buxom beauty worth cultivating! 
Popular? A 1948 diary study showed that listeners 
prefer her 94.7% of the time over 43 rivals mentioned, 
influential? She reigns supreme over the world's 
richest agricultural area — 308 counties in Minnesota, 
the Dakotas, Nebraska and Iowa — accounting for 
nearly $3-billion in net farm income last year. Ask 
for an introduction through one of her admirers 
shown here. One dafe with BIG AGGIE will 
make you mad for matrimony. 

Too bashful to be photographed, these stalwarts are 
nevertheless ardent admirers of BIG AGGIE. Let them give 
you the lowdown. 

Richard B. Stark, Katz— New york 
William W. Joyce, Katz — Chicago 
Walter E. Nilson, Katz — Chicago 
Robert Salk, Katz — Chicago 



Fred M. Bell 
KaU— Atlanta 




Harry M. Harkins 
Katl— Atlanta 



William S. Wright 





Oonatd C. Staley 
KaU — San Francisco 



/4 (^0<^Ce<l SteUiOtt Affiliafed wifh ABC 

570 KC - 5.000 WATTS 

SIOUX CITY YANKTON 



